


How to beat 
your own 


drum... 


Some things you ought to 


know before you start a p.r. program 


page 33 





HOW FRIDEN JUSTOWRITER 


SULVES COMMUNICATIONS 
PROBLEM FE ACES 


This marvelous 2-unit “Tape-Talk” machine turns out professional type- 
sets with justified margins at substantial cost savings compared with hot 
metal composition ... offers ideal way to handle bulletins, manuals, price 
lists, booklets, directories, catalogs, direct mail literature, house organs, 
inter-office memoranda and employee communications of many kinds. 


The Friden Justowriter produces these clear, accurate typesets on 
direct image plates for duplicating machines or in form of reproduction 
proofs for lithographic printing. Fourteen different Justowriter type faces, 


sized from 8 to 14 points, are available. 


One of the ways 


MESS 


aes 


oA New Woss 


On this Justowriter Recorder (unit #1) any typist 


becomes an expert type compositor. Her usual 
typing -- without involving special positioning or 
extra time -- produces simultaneously (a) a type- 
written sheet, for visual check, and (b) punched 
paper tape with identical copy coded into the holes. 
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Justowriter unit #2, the Reproducer, receives code 
tape ... “reads” it ... and automatically composes 
the original copy in clear, accurate justified- 
margin form, All kinds of copy -- straight matter, 
centered, run arounds, line leaders, tabular matter 
handled with ease at 100 words a minute. 


CRE 


You have been reading a Justowriter-composed message ... note the auto- 


matically justified margins and overall pleasing appearance! Write today 
on your business letterhead for additional information on the justifying 
type-composing Justowriter -- one of the most immediately functional 
Tape-Talk machines now “breaking new ground” in the new world for 
business created by FRIDEN, Inc., San Leandro, California. 
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START WITH A STANDARD U.S.E. ENVELOPE and you'll end up with a printed piece that fits 
and is less costly. You have lots of leeway. The U.S.E. standard line includes a great variety of styles suitable 
for mailing, with several hundred sizes to choose from. You'll also save time by using envelopes available in stock. 
You may also avoid delays in mailing. . . . Write on your letterhead for the free 24-page Direct Mail Research 
Report with U.S.E. Envelope Selector Chart. Address Advertising and Sales Promotion Department— 


UNITED STATES ENVELOPE COMPANY 


% Springfield 2, Massachusetts 


14 Divisions Coast to Coast 


Largest supplier of envelopes to paper merchants for almost a century. 
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friendship and salesmanship 


Napoleon, who had a taste for grandiose 
statement, once said, ‘| want ten million men 
for friends!"' There are men in America 
today who can honestly say to a national 
advertiser, ‘'| can introduce you to millions 
of friends.'’ These are representatives of 
America's national magazines which, 
through years of editorial service to their 
readers, have built audiences of millions of 
friends. The relationship between the 
publishers, editors, and readers of long- 
established national magazines is not casual, 
superficial, or transient. It is developed by 
regular communication . .. weekly, bi- 
monthly, monthly ... through basic service 
to the reader. Many of these reader relation 
ships go back in depth for a lifetime. The 
advertiser who presents an interesting and 
worthy message through national magazines 
starts with the selling advantage of an 


audience of friends 


The history of C M & H as a national source of fine 
photoengravings for letterpress and gravure is a 
history of friendships with leading advertisers, 
agencies, and publishers. We know how closely 
friendship and salesmanship are connected in 
America. This is one of a series of advertisements, 
prepared in collaboration with magazine artists and 
photographers, conceived and published in the 
spirit of friendship to call attention to the basic 


values of America's national magazines 


\Wlustrator; Ear! Gross COLLINS, MILLER & HUTCHINGS, INC. 


well known Chicago illustrator 


water -colorist and studio-owner 
America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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Just Celuein Us 


Do Your Sales Helps Really Help? 


Almost every successful promotion campaign includes a wide variety of sales 
helps, designed to enable the retailer to cash in on the acceptance of the 
brand and to attract prospects to his store. 


If these helps are used, there is no doubt that both the manufacturer and 
the merchants handling his products benefit; if they are not used -- and un- 
fortunately this happens in too high a percentage of the cases -- the time, 
energy and money expended in their production are lost. 


It is unwise to assume that when material in this category is delivered to 
a dealer, even on request, the promotion man has no further worries. A good 
follow-up system, both direct from the home office and through salesmen and 
distributors, is needed to do the necessary job of reminding the dealer of the 
value of the sales aids he has received, and persuading him to get them into 
circulation while they are still timely and seasonable. 


Most companies follow the practice of having the dealer pay at least some 
part of the cost of imprinting promotion material. Others handle the entire 
job, including addressing and mailing, on the theory that the average dealer's 


mailing list is likely to be in poor condition and to be used too infrequently 
to be kept up-to-date. 


Regardless of the plan used, however, a good follow-up will develop numer- 
ous success stories of profitable use of sales aids and will provide the sales 
organization with specific examples of what a dealer who puts promotion ma- 
terial of this kind to work can expect to get out of it. 


Sales helps help everybody only if they are actually used. 


t 


EE 
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You, as an envelope ei! KARRIER 


user, can look to Ten- 
sion for continuing re- 
search and development 
of new products and 
the improvement of old 
ones. You are kept 
ahead of technical 
changes as they de- 
velop. 


TAGVERTISER 


Some of Tension’s new 

developments are illus- I 
trated here. There are a 
many more including Baywwmat 4 
such things as better i bi 
papers, safer sealing, 
accurate construction 
and yes, even better 
appearance of a simple 
black ink corner card. Mae 
Th | 
For your complete “En- 

velope Idea Kit” attach 

coupon below to letter- 


- 


‘ 
\ 
| . 
| Tension Envelope Corp. | 
| 815 E. 19th Street | FMAM 
Kansas City 8, Mo. — 
| 


Send “Idea Kit” with 
j samples of “What's 
| New in Envelopes.” i EXCLUSIVE TENSION 

ee ata a) 


ae L Ma| 
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Requirements 


8 How to Beat Your Own Drum 
Before you set up a program of handling your own public 
relations, better read this guide. Sam P. Karr 


There’s Gold in Consumer Mail 
An expert suggests that advertising and promotion men 
can learn lots by reading their mail. Rutu LeicH ScLATER 


The Package: Art For Today? 
The Museum of Modern Art’s show on packaging has 
struck some sparks in the packaging field. TeEp SANCHAGRIN 


What is Happening to Production Costs? 
An agency executive looks back. at yesterday’s costs and 
ahead to what we are facing. Ciayton Hurr 


How to Get Publicity in R.O.P. Color 
Rose Marie Reid found that offering mats to fashion edi- 
tors was a good way of getting newspaper space. 
Puit SEITZ 


The Status of Colored Paper 
What printers and designers think about colored paper and 
what they are doing about it. Betty AULENBACH 


A Western with a Madison Avenue Pitch 
The production story of the “Saturday Evening Post’s” 
film on Ulcer Gulch. ALLEN SOMMERS 


® How to Use a Tape Recorder in Business 
If you have a tape recorder, here’s a list of ways to get 
more mileage out of it. If not, this may suggest reasons 
why you should. 


How to Buy a Ghost Town 
When the film on Ulcer Gulch was made, it was a mythical 
place. But now there is an Ulcer Gulch and here’s the way 
it was born. 


B® How to Pick a Premium to Please Women 
One of advertising’s most respected women gives some 
practical advice, well peppered with wit. JANET WOLFF 


When Traditions Build Sales 
The story of an Italian manufacturer who found that tra- 
ditional celebrations were profitable. 


Maurice BENSOUSSAN 


A Planned Center for Sales Training 
A conducted tour of CIBA’s $150,000 sales training center 
and its audio-visual equipment. , 
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The Way to an Editor’s Heart 
Bringing lunch to an editor’s desk is an unusual way to 
call attention to a convention. 


Cartoons in Advertising 
A look at the eight categories into which all cartoons for 
selling can be placed. Harry PRIVETTE 


Shooting Close and Shooting Far 
How Lee Carpets solved the problem of showing an entire 
rug and a close-up of its texture in the same shot. 


What’s New in Envelopes 


An envelope is more than a container for a letter; it can 
add utility, drama and impact to your mailings. 


How to Mail in Eight Languages 
Abbott International mails promotional materials to physi- 
cians all over the world, which leads to challenging pro- 
duction problems and ingenious solutions. 


A Trademark with a History 
The National Biscuit Co. symbol is one of the nation’s 
oldest marks, and its history is of interest to all admen. 


H. F. ScHROETER 


B® Seven Steps to Success in Point-of-Purchase 
The ad manager of a national company tells the rules his 
organization has set up to guide its planning. 


JOHN OTTMAN 


@ Articles for your Adman’s Handbook 
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BALLOONS ¢ 
“efE FUN. 


. gay, light-hearted fun 

& — stimulating, unrestricted 
fun for the kiddies. Adults 

enjoy them too — the excite- 

ment they give to children 

— the memories they stir of 
bygone outings to the beach 

f and the fair. 
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Write for Complete 
SoM a Color Catalog 


=i 
THE OAK RUBBER COMPANY 


227 Sycamore St., Ravenna, Ohio 
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LET THESE FAMOUS 
ORIGINAL ADVERTISING 
SPORTS BOOKLETS 


By Pearson 


SCORE FOR YOU 100! 
RESULTS SPEAK LOUDER THAN WORDS 


All Our Customers Who Originally 
Started With Us Have Renewed For 
the 25th Consecutive Year! 


GET YEAR ROUND APPEAL 


BASEBALL 


Handy, pocket size 

4 2 7%", 48 pages 
PLUS COVERS FOR 
YOUR ADS. Not the 
ordinary throwaway 
schedule but a compre- 
hensive BASEBALL 
Encyclopedia packed 
full of information. 
1960 predictions, 
appraisals, schedules, 
rosters, team infor- 


Oe 


BASEBALL 


mation, ball park 
diagrams and 1001 
other important facts. 


FOOTBALL 


427%" — 48 pages 
PLUS COVERS FOR 
YOUR ADS. Profes- 

sional and college 


BOWLING 


5 a2 7%", 16 pages 
PLUS COVERS FOR 
YOUR ADS. 
America’s first family 
bowling booklet with 
tips on how to 
improve the score 
for each member of 
the family 


GOLF 


Tips on how to make 
those long shots and 
improve your score 
by world renowned 
masters 


MAIL TODAY 


C. H. PEARSON, Publisher 
Originator of Advertising Sports Booklets 
250 Park Ave., New York 17 + YUkon 6-7795 


Please mail samples, prices and how your 
customers get amazing results. 


Baseball Football Bowling Golf 
Name 

Address 

City 


NATION'S OLDEST AND LARGEST EXCLUSIVE 
PRODUCER OF ADVERTISING SPORTS BOOKLETS. 
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The Editors 


Comments Flow In... 


Freedom Promotion 
Council Idea Stirs 
AR Reader Interest 


In the September AR, we sug- 
gested the formation of a “Freedom 
Promotion Council” — a means by 
which top-flight promotion men 
could aid our government agencies 
in the cold war struggle. 

Since that time, we’ve had many 
comments on the subject . . . and 
we'd like to pass a few of them along 
to you. 

One of the most interesting com- 
ments came from reader John Clarke 
Rose, former executive director of 
Keep America Beautiful Inc. Inter- 
estingly enough, Mr. Rose had pre- 
pared a detailed outline for a pro- 
posed “Freedom Council,” which 
was sent to government officials and 
other national leaders early in 1959. 

The proposed “Freedom Council” 
was quite similar to the operation 
we suggested in the September AR. 
It was designed to accomplish three 
purposes: 


1. “Increase public understanding 
of the U.S. political and economic 
system, its moral commitments and 
the shared purposes which firmly 
link this country with the freedom 
and economic advancement of other 
countries throughout the world. 


2. “Serve as an information center 
and clearing house; furnish objec- 
tive research, techniques and mate- 
rials to promote an expansion of ex- 
isting pro-freedom and economic 
education projects—through a vol- 
untary alliance of private organiza- 
tions—both commercial and non- 
profit, including foundations. 


3. “Select, develop and encourage 
such new ideas, materials and proj- 


ects as are necessary for advancing 
and rounding out an overall pro- 
gram—with both immediate and 
long-term educational aims.” 


Mr. Rose’s original proposal, like 
the one in the September AR, called 
for a new organization to carry out 
these objectives. However, Mr. Rose 
told AR, “At this point in my inde- 
pendent, volunteer studies on the 
subject, I have reached the definite 
conclusion that any clearing house 
and coordinating service, such as 
originally outlined, should be set up 
within the framework of one or 
more existing organizations.” 


> This conclusion was supported by 
a number of government authorities 
contacted by AR. The attitude of 
Washington officials was best 
summed up in a special statement 
issued by Conger Reynolds, director 
of the Office of Private Cooperation, 
U. S. Information Agency: 

“We in USIA are delighted with 
ADVERTISING REQUIREMENTS’ interest 
in non-governmental action to fur- 
ther the U. S. efforts for interna- 
tional understanding. For years our 
Office of Private Cooperation has 
been trying to stimulate just such 
interest among private walks of life 
throughout America. Both directly 
and indirectly, we have urged the 
formation of a number of organiza- 
tions to do projects that should help 
us in the struggle for better under- 
standing overseas. 

“What we need now is not more 
mechanisms but more action by 
some of those existing. Three years 
ago, the National Industrial Adver- 
tisers Assn. agreed to distribute 
various cooperative projects of just 
the sort that the proposed Freedom 
Promotion Council should take on. 
Did they ever actually do any- 
thing? Not that we can remember. 
Their energetic committee chair- 
man, Keith Evans, strove mightily 


TOV 


Display typefaces in this issue . 


. - 33—Bodoni Bold Italic; 36—Mandate & Delphian; 


38—Bodoni Bold; 46—Karnak Medium; 52—Radiant Medium; 54—Boldface Gothic 
#1; 65—Gothic Heavy; 69—Bodoni Black; 73—-Tempo Black Extended & Beton 
Open; 76—Trafton Script; 84—-Bernhard Modern Italic; 89——Dom Casual; 94—Studio 
Bold; 96—Clipbook #49; 100—Karnak Black Condensed; 103—Hellenic Wide; 


108—Craw Clarendon; 113—-Tempo Heavy Condensed; 119 


Condensed. 
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Your Choice of 6 types to 


1. American Presto-Cal 
A heavy duty pressure sensitive 


Otoee 


2. American J ouch Down 


Pressure sensitive decal. 


3. American Presto Film 


Pressure sensitive vinyl film 


ACTUAL FIELD TESTS 


Sa: 


complete design and art service 


AMERICAN DECALCOMANIA CO. 


4334 W. FIFTH AVE. — CHICAGO 24, ILLINOIS 
@ BRANCH OFFICES IN ALL PRINCIPAL CITIES @ 
MNFG UNITS: CHICAGO—NEW YORK—CLEVELAND— 
CINCINNATI—WEEHAWKEN—WINDSOR, ONT., CANADA 


QUICK—EASY 


4. American Lusire ( 


Chrome-brite, mirrorized mylar film 
Choice of ceo eee RM ome] meee 


AT DLL ation 


5.American / ranspare 
Lustre Cal 


Clear mylar pressure 


eT ia 6. American Presto Paper 


oer ee Pressure sensitive paper for labelin 
And Apply 


re outdoor SIUM Use 


AMERICAN DECALCOMANIA CO. Inc. 
4344 WEST FIFTH AVENUE © CHICAGO 24, ILLINOIS 


Please send me complete detailed information. | am interested in 


American Pressure Sensitives for the following purpose — (check 
one or more). 


Signs Product Marking Truck Equipment 
Other 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Duplicator 


Assures uniform quality for 
printing press and business 
machine reproductions. In 
white and seven colors. Lint 
free, precision trimmed and 
moisture controlled. Feeds 
easier, runs better, produces 
clearer, sharper copies. 


Now the substance weight 
has been made part of the 
genuine watermark. A new 
convenience feature. 


Ask your Franchised 
EASTERN Merchant for 
samples. Or order direct. 


= E bios, 


EXCELLENCE 
IN FINE PAPERS 


KASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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trying to get them into action but 
nothing material developed. 

“Mr. Theodore S. Repplier, chair- 
man of the Advertising Committee 
of the People-to-People Program, 
has written letters, made speeches, 
and talked to many of his colleagues. 
He personally has been most effec- 
tive. Would there were many more 
like him. In his role as president 
of the Advertising Council, he has 
created a very worthwhile national 
radio drive to collect books for dis- 
tribution overseas. 

“Leaders and idea men in adver- 
tising, promotion and public rela- 
tions periodically decide that all we 
need to do is ‘tell the world’ about 
freedom the way Lee Goodman tells 
America about Wheat Chex and 
everybody will have freedom for 
breakfast. 

“Alas, the job is not so simple. 
We wish you could spur your read- 
ers to help Ted Repplier with the 
excellent activities he has tried to 
start through his People-to-People 
Advertising Committee and through 
the Business Council for Interna- 
tional Understanding of which he 
is a trustee and founding member. 

“We are grateful that ApvertTis- 
ING REQUIREMENTS wants to create 
more private help in the cold war. 
We earnestly hope that some of the 
many projects we have suggested 
can be implemented either through 
the above organizations or many 
others with similar ideas in mind. 
I would be glad to receive sugges- 
tions from individual organizations 
and firms that want to help and 
would like to know how.” 


> The attitude of Washington offi- 
cialdom, as expressed so typically 
by Mr. Reynolds, leads us to two 
basic conclusions: 


1. By all means, every ounce of 
support possible should be given 
to the existing organizations which 
are hard at work on projects to 
promote the principle of freedom 
throughout the world. This is ob- 
viously the first step. 


2. But the failure of past efforts, as 
outlined by Mr. Reynolds, indi- 
cates that there is still very definite 
need for a strong, single-minded 
organization, such as that proposed 
in the September AR, if the avail- 
able forces are to be marshalled in 
strength for this all-important task. 


AR, itself, is a good example of 
how little has really been done by 
the existing organizations. At no 
time in the seven years of our ex- 
istence has anyone come to AR’s 
editors to ask for any kind of sup- 
port in freedom-promotion projects 
—except for a few (and very few) 


general press releases on the sub- 
ject. 

Perhaps you can’t sell freedom 
like breakfast cereal. But a host of 
top-drawer promotion men, we're 
sure, are willing to pitch in on the 
job. A qualified promotion man 
wouldn’t dream of trying to tackle 
such an important task without first 
reviewing the “market research” 
findings and then tailoring the cam- 
paign to the specific “marketing” 
problems involved. 

We still feel that the men who 
have done so well in selling break- 
fast cereal—and automobiles, swim- 
ming pools, machine tools and candy 
bars—are needed to enable the U. S. 
to compete against the anti-freedom 
forces which have assigned their 
best promotion men to the cold war 
struggle. 


> There’s good evidence that a lot 
of our most capable people are 
available to cooperate in freedom 
promotion projects—if properly or- 
ganized for the task. 


© For example, Richard J. Brown, 
president of the Sales Promotion 
Executives Assn., wrote AR: 

“Your editorial in the September 
AR is very timely, and I feel it 
should be taken as a challenge by 
mer who represent the sales pro- 
motion profession. Within SPEA 
there are some outstanding men, 
skilled in the techniques of sales 
promotion. These men know the 
tools of their profession and how 
to apply them. I’m certain that a 
number of SPEA members will be 
more than glad to devote their time, 
energy and talent to such a worthy 
cause. I hope that your suggestion 
is taken up as a challenge and that 
it becomes a reality.” 


@ John Freeman, president of the 
National Industrial Advertisers 
Assn., told us, “I certainly think 
your idea has a great deal of merit. 
How many times have we all said 
why can’t we do as good a job of 
selling our system as we do selling 
our products—and yet, for the most 
part, that’s as far as it ever goes. 

“As you probably remember, this 
comes close to some things we tried 
to do several years back with our 
Public Service Committee under 
Keith Evans. In our own little way 
we did reach some people with a 
message in this area and we also 
became active in the Military In- 
dustrial Conference in which we 
are still a co-sponsoring organiza- 
tion. As you know, their prime con- 
cern is the Cold War.” 


® William W. Mee, executive di- 
rector of the Point-of-Purchase 
Advertising Institute, wrote, “I was 
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more than pleased to read your edi- 
torial on the suggested Freedom 
Promotion Council. Like you, I have 
long felt that it was unfortunate 
that we have been unable to tap 
the best talent in the communica- 
tions field so that we might counter- 
act in a more aggressive and in- 
telligent way the propaganda efforts 
of the Communists in this ‘Cold 
War Area.’ 

“I do not believe that there is 
anyone even remotely connected 
with this business of ours, who will 
question the soundness of your rec- 
ommendation.” 


@ Ralph Thomas, executive direc- 
tor of the Advertising Specialty Na- 
tional Assn., wrote, “I read with 
considerable interest and complete 
approval your editorial on the Free- 
dom Promotion Council.” 

And thus have come the indica- 
tions that the leading organizations 
representing American promotion 
men are very much interested in 
actively cooperating in such a 
project. You'll find additional com- 
ments from other AR readers in 
this month’s “Readers Write” de- 
partment. 

While we do not feel that it is our 
role to get into the actual me- 
chanics of organizing any particular 
activity, we will certainly lend our 
support to whatever action is de- 
cided upon by the organizations 
representing our readers. As a first 
step, we’ve asked our Washington 
editor, Stanley Cohen, to prepare a 
round-up article on what existing 
organizations are doing in this area 
and how our readers can help. 


Looking ‘em over . . You'll find a 
new emblem on our pages starting 
with this issue. It symbolizes an ex- 
tension of our coverage of the au- 
dio-visual aids field. 

Wherever you 
see the symbol at 
the left, you'll 
find a review of 
a recently re- 
leased film or 
filmstrip. We 
have, of course, 
covered such sub- 
jects from our 
very first issue. 
However, we've recently expanded 
our coverage of this continually 
growing field. We’ve now set aside 
time each week to review and dis- 
cuss films which are made avail- 
able to us. Previously, we depended 
primarily on viewing films while 
they were being shown to outside 
audiences, although we did, from 
time to time, arrange special show- 
ings for review purposes. 

With our new set-up, however, 


film 


review 


“editor Bob Konikow, who, 


we find we have a better oppor- 
tunity to study a greater number 
of releases. Frequently, we invite 
not only members of our editorial 
staff, but “outsiders” as well to 
study and evaluate the films. 

We'd like to invite all AR readers 
to submit their film releases for re- 
view. We will, of course, appreciate 
an advance contact so that we can 
schedule your film properly. The 
man to write or call is AR managing 
inci- 
dentally, has long been considered 
one of the nation’s authorities on 
audio-visual aids. 


Postmark: Moscow .. The New 
York Chapter of the Sales Promo- 
tion Executives Assn. came up with 
a first-rate attention getter for pro- 
moting attendance at its September 
meeting. All members received a 
picture postcard from Moscow with 
the message: 

“Here gathering material for 
SPEA’s big fall kick-off meeting 
at the American Exposition in Mos- 
cow. Look forward to seeing you 
on Sept. 16th at the Sheraton East.” 

The Speaker, monthly chapter 
publication, explained the handling 
of the highly effective promotion 
piece in its September issue: 

“Stan Greenfield of Ziff-Davis, 
who is a member of our program 
committee, felt a little showmanship 
was called for in announcing our 
coming meeting. He bought the 
postcards at the Four Continent 
Book Shop on Broadway, had the 
message printed offset, next had 
our mailing service address them, 
and then shipped them to Moscow 
by Emery Air Freight. Travel time 
to Moscow was three days. 

“Ruder & Finn, who maintained 
an office at the exposition as a 
service to their clients, received the 
cards, affixed stamps, and air 
mailed them immediately back to 
the U. S. Return trip took eight 
days.” 


Postmark: Montreal . . Another 
effective “foreign” mailing came 
from Shepard Kurnit of KGA Inc., 
the New York sales promotion out- 
fit that was responsible for the 
Talon Inc. campaign, which won 
this year’s top direct mail award 
(Oct. AR, page 76). 

Using the beautiful blue, gray 
and gold stationery of the Queen 
Elizabeth Hotel, Shep Kurnit pre- 
pared a special letter which was 
mailed from Montreal on Septem- 
ber 14, the day the Gold Mail Box 
award was presented during the 
DMAA convention at the hotel. The 
letter started off: 

“Today marked an_ important 
milestone in the business history of 


Talon Inc., America’s leading zipper 
manufacturer. At 9:00 a.m. here in 
the Queen Elizabeth Hotel, Talon 
received direct mail advertising’s 
most coveted award...” 

The letter went on to describe the 
award and the importance of crea- 
tive direct mail and sales promo- 
tion. The KGA plug was simple: 
“As the sales promotion agency for 
Talon, we’re proud to be part of 
this success.” 

Only hitch we noted was that the 
letter wasn’t postmarked until 6:00 
p.m. on September 15. But we were 
impressed by the entire effective, 
yet simple, promotion. (In any 
event, we had to wait until we got 
back from Montreal to take a look 
at it.) 


Postmark: Portland, Ore. . . In- 
teresting “Christmas” card from 
Agency Lithograph Co., .a_ lively 
outfit in Portland, Ore. It arrived 
in September and reported, “Christ- 
mas comes a little early this year 
. . . because we have to get Gerry 
to school on time.” Inside was a pic- 
ture of pretty Gerry Coigny, who 
was Agency’s “Christmas present” 
to its customers and friends. The 
card reported: 

“Last year we decided to say 
‘Merry Christmas’ in a different way 
—by awarding an art scholarship to 
a deserving and promising young 
art student. Gerry is this student. 
The Art Directors Club chose her 
to receive the one year’s tuition and 
art materials scholarship sponsored 
by Agency Lithograph Co.” 


Postmark: Chicago . . One of the 
cleverest renewal pieces we've seen 
recently came in the form of one 
of those popular “Studio” cards. 
The cover had a drawing of a wist- 
ful elephant and the hand-lettered 
copy, “Thinking of you . . . and 
hoping that you .. .” 

Inside was the same elephant, 
now happy, clutching a copy of 
Time, and carrying a banner which 
completed the cover copy: “Will 
quickly renew!” 

The piece was especially designed 
for Time Inc. by Oz Greeting Cards, 
which got a plug saying exactly that 
on the back, where you normally 
look for the price code. 


Postmark: New York .. A hand- 
addressed envelope postmarked 
“New York” contained an unusual 
method for merchandising a mag- 
azine ad. It was a typical engraved 
formal announcement: 

“We take great pleasure in an- 
nouncing that Kidder, Peabody & 
Co., Incorporated, and its advertis- 
ing agency, Doremus & Company, 
have selected the September issue 
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PHOTO- 
REPRO 
PROOFS 


: | Direct 
SET 
PAPER 
PROOFS 
Quality 
typography 
at 


AND LARGER | | (een | substantial | 
| j ' savings | 
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“Fotosetter / Warwick Typography” 


SOLID HIT WITH ADMEN 


Check your ad program now. How many ways will 
Fotosetter /Warwick Typographic Services improve your 
selling story, cut production time and complications, 
save your time and money? 


Y Unlimited Selection—Hundreds of type styles and sizes to fit 
your every need. 


Y Giant-Size Type—Fastest, sharpest, surest way to get large 
quantities of big type for your presentations, broadsides, etc. 


Y Tiny Type—No limit on size, sharpness, selection of faces. 
Pack more copy per space. 


Y Negatives Ready for Platemaking—aAll copy positioned to 
your layout plus precision marks for register, halftones, art. 


Y No-Smear, No-Smudge Proofs—Tough, easy to handle. 
Save paste-up time. 


Y Direct Set Paper Proofs—Fastest, most economical way to 


put certain jobs into print. Single perfect proof with 
corrections possible. 


Send for Free Photographic Type Book 


Big 12”x 95s” working manual. Contains all Fotosetter 
faces plus Headliners and Flexset samples. Your 
letterhead request brings it to you at no obligation. 
Write Dept. SB-35 today! 


Wa rw ie k TYPOGRAPHERS, Inc. 


920 WASHINGTON AVE. « ST. LOUIS 1, MO. « PHONE CENTRAL 1-9210 
OVERNIGHT SERVICE BY AIR... RIGHT TO YOUR DESK 





a flair for service... 


@ Creative artwork @ Publications ‘‘know-how" 
@ Fine color offset lithography @ Complete mailing service 
@ Quality letterpress printing @ Mats, stereos and electros 
@ Four-color separations @ Complete bindery 

@ High speed rotary presses 


Write, Wire, Phone The Midwest's 
Fastest Growing Printing House 


ebraska Farmer Company 


1420 P St., Lincoln, Nebr. 
Our 100th Anniversary Year Printers @ Publishers @ Lithographers 
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of Nation’s Business to suggest the 
advantages of the Private Place- 
ment method of raising capital to 
750,000 executives in business and 
industry and to acquaint them with 
the firm’s successful experience as 
specialists in this field.” 

Inside the announcement folder 
was a reproduction of the Kidder, 
Peabody ad. 


A Common Problem .. Another 
item in our mail recently was a 
letter from Harry Volk Jr., presi- 
dent of Harry Volk Jr. Art Studio, 
Pleasantville, N. J. In addition to 
his highly successful art clipbooks, 
Mr. Volk’s organization offers a 
service for converting continuous 
tone photos and drawings to line 
copy and a special newspaper mat 
service. 

His complaint, which is shared by 
most everyone in similar businesses, 
is that “we get far too many ‘copy 
prints’ as graphic arts reproduction 
in copy.” 

We are constantly amazed by how 
little understanding many admen 
and even art directors have in this 
area. As Mr. Volk points out, “Es- 
sentially, the mass produced 8x10 
copy print was never intended as 
graphic arts repro copy. These are 
intended for use by salesmen in 
mass mailings or for widespread 
publicity release. 

“I believe that most people who 
use them indiscriminately do not 
know that these prints, usually 
processed on automatic equipment, 
are intended for certain uses and 
should not be used across the board. 
Any of the copy print houses or 
photo labs are capable of making 
quality custom prints which are re- 
quired for faithful reproduction. 
While these are somewhat more 
costly, they are not usually required 
in large quantities. 

“Misuse of the inexpensive copy 
print hurts everyone. The user isn’t 
getting the best reproduction. The 
engraver, etc., run into a lot of un- 
necessary problems and then the 
grief falls back on those who make 
the prints, in the form of complaints 
about unsatisfactory work.” 

We've had a number of oppor- 
tunities to see many horrible ex- 
amples of what is considered “re- 
pro copy”—and often from the big 
advertisers and their agencies. 
Frankly, it’s shocking. 

Admen will go out and spend $50, 
$100 or more on a good photograph 
and then use the cheapest of copy 
prints for engravings, conversions, 
offset copy, etc., where additional 
hundreds of dollars are frequently 
involved. This certainly is a prize 
case of being “penny wise and 
pound foolish.” 44 





ALL IT TAKES TO 


ell thon wtho yout 


THILCO 
PRINT DECORATED 


Protective Papers 
offer the 
cheapest advertising 
space you can buy! 


Don’t miss the best buy in 
advertising by overlooking the 
free space your package- 
wrapped products offer. Thilco 
functional papers and bags 
not only furnish the protection 
you need but provide Print- 
Decorated sales and prestige 
building identification for 
only a few cents more than 
plain papers. 

CHOOSE ANY PAPER YOU 
WANT — Print Decorating can 
be applied to all Thilco 


READERS 


thoughts that I have heard ex- 
pressed. 

But we need more than propa- 
ganda. We need to establish actual 
defenses, political, economic, spirit- 
ual, and not leave these frontiers 
wide open to the invasion of com- 
munism. We need to establish some 
road-blocks. 

Certainly you have suggested a 
great idea and I hope it will take 
root and grow like Jack’s beanstalk. 

S. W. HETHERINGTON 

Wells Hetherington & Associates, 

Cincinnati 


Approves of News Breaks 


@ I would like to congratulate you 
on the excellent editorial by Mr. 
Crain, “Take Advantage of News 
Breaks” in your September issue. 
As a public relations consultant I 
have always felt that effective prod- 
uct publicity can increase the re- 
sults of advertising. With your ap- 
proval, I would like to send reprints 
of your editorial to a few marketing 
people who still need some educa- 
tion on the subject. 
AsHER B. ETKEsS 
Asher B. Etkes Associates Inc., 


New York e Your proposal in the Sept. AR 


(Glad to have you help spread the 
word. Permission granted . . . Ed.) 


Freedom Promotion 
Council 


© I want to take this opportunity to 
congratulate you on this splendid 
editorial [“Why Not a ‘Freedom 
Promotion Council’ to Aid in Cold 
War?” Sept. AR, p. 6]. It is my sin- 
cere hope that all of your readers 
will read it very carefully. 
JOHN J. FLYNT gr. 
Member of Congress, House of 
Representatives, Washington, D.C. 


@ What a wonderful idea — a 
“Freedom Promotion Council.” May 
I congratulate you not only on your 
proposal, but also the eloquent way 
in which you expressed it! 

How frustrating it is to continual- 
ly hear about communist propa- 
ganda “scoops.” Not only are we the 
most advanced nation in the world 
in techniques of mass dissemination 
of information and persuasion, but 
when it comes to “selling” ideas or 
products we have no difficulty. Then 
certainly we should get busy im- 
mediately and “sell” democracy and 
the free enterprise way of life! 

Count me in! How, when and 
where can I help? 

Rosert A. RosEN 

Advertising & Sales Promotion 

Manager, Zenith Radio Corp. of 

New York, New York 


e I have read with a great deal of 
interest your proposal for a “Free- 
dom Promotion Council” and I think 
it is one of the most constructive 


that a “Freedom Promotion Coun- 
cil” be organized is an excellent one. 
I hope that we will be hearing 
more about this idea. 
F. G. RuFFNER Jr. 
Gale Research Co., Detroit 


(Reader Ruffner and others will 
find more on this subject in this 
month’s “Editor’s Notebook” col- 
umn, starting on page 6 — including 
a number of additional letters on the 
subject from AR readers .. . Ed.) 


Trunkful of Courage 


© Congratulations to courageous 
Paul L. Brink, New York Sales 
Office, Haynes Lithograph Co., and 
to AR for taking the elephant by 
the trunk and publishing an explo- 
sive and highly controversial ar- 
ticle: “Who Buys Printing?” (AR, 
September). 

I strongly advise all organizations 
who buy printing of any kind, to 
read and reread this article—for 
their own benefit as well as for 
the downtrodden printing huckster. 

Best of luck to AR and all brother 
hucksters. 

ANTHONY J. ANTHONY 

Chicago Sales Office, Live Stock 

Press 


Higher Rates, Lower Costs 


e Regarding your article “How to 
Beat the Postage Boost” (AR, Sep- 
tember), you might be interested 
in knowing that Dickie-Raymond— 
almost alone in the industry—stood 
for a postal increase rather than 
against one. Our reasoning was 
based on two facts: First, the post 
office had had no increase for sev- 








protective papers and bags 
— Papers for waterproof 
protection, prevention of 


moisture-vapor transmission 
and grease or oil penetration, 
special treatment papers and 
a host of others. 


rae ae 
1ES BOUG 
PU PENN 
helo). mad 


For just a few cents more — Westinghouse 
takes advantage of Print-Decorating for 
positive product identification, eye-appeal 
attraction, simplified inventory, unnecessary 
labeling — and gets a traveling advertise- 
ment that stays with the product from fac- 
tory to consumer! 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers 
Specialty Krafts and Bags. 


Write for free Sample kit. 


eT Vee 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK + CHICAGO + DETROIT + CINCINNATI 
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eral years while their costs, like 
those of any other business, had in- 
creased. Second, we were convinced 
that higher rates would force out 
many of the cheap mailers and 
mailings that were competing for 
attention of the reader. 

Now, a year later, we are certain 
our stand was justified. There has 
been no decrease in expenditure by 
any of our major clients. As a mat- 
ter of fact, billing on these accounts 
is running anywhere from 10 to 
25% ahead of last year. 

The rate increase cut the volume 
of non-professional, cheap or mis- 
leading advertising mail, since this 
type of thing is done by marginal 
operators. And perhaps the reduc- 
tion of this type of. production com- 
peting for reader time and attention 
is the reason our readership studies 
are indicating higher “read most” 
scores and recall. 

When people ask us for advice on 
cutting costs in direct mail, we sim- 
ply say, “Create the best mailing 
you know how and you will cut 
your costs—cost per reader, cost per 
inquiry, cost per sale.” 

Courtney A. CRANDALL 

Executive Vice President, Client 

Service, Dickie-Raymond Co., 

Boston 


Learning about Postage 


® The September 1959 issue of Ap- 
VERTISING REQUIREMENTS has an ar- 
ticle entitled “How to Beat the 
Postage Boost.” Would it be possi- 
ble to send us three reprints of this 
article? 
XENOPHON P. SMITH 
Librarian, Post Office Dept. Li- 
brary; Office of the Deputy Post- 
master General, Washington 


(No reprints of this article, but 
tearsheets were sent for the official 
Post Office library. . . Ed.) 


Minding our P’s & G’s 


®@ My, my—such a boo-boo! 

When I knew Doyle-Dane-Bern- 
bach’s AD at Grey Advertising, he 
spelled his last name Gage. With 
a G, preceded with a Bob. Not Page, 
as you have it. Tsk, tsk—Robert 
Gage will really love you for that 
one. 

Only minuscule fly speck in an 
otherwise fine, but understandably 
brief reportage on Wingate Paine’s 
work (AR, September, p. 126). 

J. J. Spector 

Advertising Director, Natl. Fore- 

men’s Institute, New London, 

Conn. 


(Our apologies to Mr. Gage and his 
many, many loyal friends . . . Ed.) 
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laronnarion 
WANTED} 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Exhibit Suggestions 


e Is it possible to get reprints of 
the exhibit suggestions (“100 Sug- 
gestions for Convention & Trade 
Show Exhibitors”) listed in your 
August issue? 

The suggestions are well written, 
concise and will be invaluable in 
planning future exhibits. We would 
like each department in our organ- 
ization involved with exhibits to 
have a copy for its files. 

Mamie Harpy 

Home Economist, Natl. Cotton 

Council of America, Memphis, 

Tenn. 


(This article has now been re- 
printed and is available, at 25¢ a 
copy from our Reprint Editor. Ask 
for #280... Ed.) 


Product Replicas 


© I understand that you have a list 
which enumerates various vendors 
of plastic replicas. I would appre- 
ciate it very much if you would 
send me a copy of this list. 
G. D. DyKHuIZEN 
Advertising & Sales Promotion, 
Industry Control Dept., General 
Electric Co., Roanoke, Va. 


(Sent. It is one of our most fre- 
quently-called-for lists . . . Ed.) 


Automatic Book 


@ We are looking for a manufactur- 
er who makes an apparatus that will 
turn the pages of a book automat- 
ically. The book pages will be about 
15x20” and there will be approxi- 
mately 15 pages. The book will be 


set up in a dealer or distributor 
showroom. The apparatus should 
also close the book and repeat the 
process each time it completes the 
cycle. 
WarREN WANDREY 
Production Dept., The Jaqua Co., 
Grand Rapids, Mich. 


(A list of possible sources was sent 
Mr. Wandrey .. . Ed.) 


Neutral Pastels 


@ We make great use of pastels in 
rendering layouts, but even in the 
large commercial sets on the mar- 
ket, we haven’t yet found a good se- 
lection of the so-called “neutral” 
tints used so much in printing and 
advertising today. Specifically, I am 
referring to gray-ochre, puce, green- 
gray, etc. 

I am wondering if any readers 
know of any such pastel types and 
where they are available. 

CHARLES WILEY 

Art Director, Henthorn Advertis- 

ing, Cincinnati 


(Personally, we have never had 
much of a yen for puce pastels, but 
if you need them, you need them. 
Any suggestions, readers? . . . Ed.) 


How Many Kites? 


® Could you tell us how many kites 
are sold annually ‘in the United 
States? If not, would you know 
where we might obtain this infor- 
mation? 
Mrs. DorotHy MITLEHNER 
Advertising Dept., Ansco, Bing- 
hamton, N. Y. 


(This query leaves us somewhat up 
in the air. We don’t have any idea of 
the sales volume, but we were able 
to suggest some sources .. . Ed.) 


Premium Records 


@ We are seeking a source for 6” 
45rpm phonograph records to be 
used as a premium for one of our 
accounts. These records would car- 
ry music in the public domain with 
a short advertising message for the 
client at the end. Necessarily they 
must be quite low in price to meet 
the requirements of our client. 
W. R. RoBInson 
President, Robinson Adv. Agen- 
cy, Muncie, Ind. 


(Names of two companies with pre- 
mium record departments sent to 
Mr. Robinson .. . Ed.) 
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— Hational_dDrilis go to town... 
ALL DRESSED UP IN sorc’s ale Jinish I 


“We've used PLATE FINISH 


: TA cea aL el ae 
C “Sorg's Plate Finish has been used 


with excellent success for the past 


“= + 
ss six years in producing the more 
than 1,000,000 drill envelopes 
needed annually here at National 
The exceptional folding qualities 


and uniform strength of the stock 
it ideal for the packaging of sharply pointed 
which, by the way, involve considerable weight 
the larger sizes. Moreover, our drill package must not only 
have strength but must also have a bright whiteness to em- 
phasize the white reverses used in the two-color printing of 
the package 


have made 
twist drills 


We sincerely feel that the many favorable 
comments received on our drill envelopes— both for attractive- 
ness and long life—are due in large measure to the consfstent 
high quality of Sorg's Plate Finish 


Mae aire me elt 
National Twist Drill & Tool Co 
Rochester, Michigan 


ee: Here’s why PLATE FINISH is so versatile! 


, 8 Wh Only Sorg’s Plate Finish—with its assurance of superior results in both 
Te vi Ue pressroom and bindery—could have performed so well in the two-color 
Y printing, spot varnishing, die-cutting, scoring, folding, glueing and grom- 
metting required in producing the National drill envelopes shown above. 
But as paper buyers everywhere have found—this is just a typical perform- 
ance for Plate Finish . . . a tough, cylinder-made stock that meets the 
specifications for hundreds of different printing jobs. Possessing a gleam- 
ing-smooth surface and carried in stock in tag, bristol, and cover sizes in 
12 colors and white—Plate Finish is used over and over for jobs ranging 
from clothing price tags to four-color process printed catalog covers. 
fou cs alhananeat deren Ask your Sorg distributor for sample sheets of Plate Finish for your own 


Sample Portfolio and the Plate Finish  Press-testing. You'll be especially impressed with the new brighter, truer 
Swatch Book. Call him today. white and the new red now available in Plate Finish. 


COMPANY + Middletown, Ohio 


© Manufacturer's and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER «+ PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT « EQUATOR LEDGER « SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX « PARCHTEX 
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PERSONALIZED 
PRACTICAL 


GIVEAWAYS 


AND GOODWILL BUILDERS 


for LOW COST 
LONG LIFE 
PROMOTIONS 


Attractive as they 

are useful . . . these 
fl little oilers are 
wonderful goodwill 
dispensers, too! Stain- 
leas —- leakproof — grease- 
less — odorless — they’re 
tops with both men dl 


n. 

The clear, aon a 4. 8 
penser contains 
service oil, perfect oy eudade 
of uses Throughout its long life, 
YOUR. NAME, imprinted, will be 
seen and remembered with pleasure. 
It’s a low-cost, sure-fire promotion! 


LUB-A-KIT 


with your IMPRINT IN GOLD 


Three famous specialized lubricants in a 
handy reusable plastic case. YOUR 
PRINT in gold on cover. - 
nationally advertised at $1.00, but it’s 
available in quantity at amazing low cost 

A practical, attractive gift or self- -liquidat- 
ing premium. 


LUB-A-PAK 


NAME IMPRINTEL 


We'll also package your oil if you desire 


Write for complete information and prices. 


lhc MFG. CO. 


Al a | @ MILWAUKEE 1} ab 
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| simple 
| Folded once, the brochure has slits 


O/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 


ADVERTISING REQUIREMENTS, 200 E. Illinois St. 


, Chicago 11. 


No material will be returned unless specifically requested, 
and accompanied by return postage. 


Left-Over Picture Stack 


| Makes Goodwill Mailers 


What to do with excess and used 
contact prints and enlargements 
gathered in many public relations 
picture-taking activities is a prob- 


| lem which faces many companies. 


Like many others, we try to send 
these prints to the subjects who 
have been photographed. 

This small goodwill gesture often 


| had resulted in favorable comment 
| from the public. But we felt that 
| something more formal and lasting 


than mailing loose prints in an en- 


| velope was required. 


We now mount these cuts in a 
light cardboard brochure. 


cut in it to enable mounting the 
print by inserting its four corners in 


| the slit. On the outside is printed: 


with appreciation ‘eal best wishes 
from the public relations depart- 
ment. 


Georgia Power Company” 


A personal touch is added by 
writing the name of the person in 
longhand in the space provided after 
the word “To.” 

R. E. RuTHERFORD 

Public Relations Dept., Georiga 

Power Co., Atlanta 


| One-Hour TV Schedule 
| Met by Quick Process 


During a recent newspaper strike 
in this area, many local advertisers 
turned to tv to keep the customers 
coming. 

Our agency was swamped with 
requests to get on tv “yesterday” 
and this produced no problem ex- 
cept the time for production. 

Our way out was not the most 
novel, but it was fast enough to 
meet stepped-up schedules. 

We mounted a 4x4” piece of black 


velvet on a heavy piece of poster 
board. This we placed on an easel 
used to make movie title cards. 
Then, with the letters from our 
title card set, we laid out our copy 
lines, right onto the black velvet. 

From a distance of perhaps 10 
feet, the board was photographed 
with a Polaroid camera, using 
Polaroid Projection Film 46-L, 
which gave us a transparency. This 
was mounted between two pieces 
of tv slide size glass and bound 
with tape. 

It gave us a very creditable tv 
slide, took only about 15 minutes, 
and enabled us to get an adver- 
tiser’s message on the air within an 
hour. 

Met Moss 

Parker Advertising, Flint, Mich. 


Customer Contact Control 
Provided by Stencils 


We needed a method of customer 
contact which we could control and 
produce as needed. Because of im- 
provements in the stencil duplicat- 
ing process, it was the answer for 
our newsletters, monthly publica- 
tion, and even form letters. 

Once the copy is written, we get 
it typeset in galley or column form. 
Reproduction proofs are furnished 
by the typesetter. It’s a fairly easy 
paste-up preparation from _ these 
proofs and appropriate line art se- 
lected from various sources. 

We have photographic stencils 
made from our paste-up. Running 
them is easy and in just the quan- 
tities required. The quality is such 
that many recipients think our copy 
is printed. 

To meet a special deadline we 
type regular stencils. This gives our 
readers a change of pace. Some 
months we make them into self- 
mailers, saving us much time since 
there is no stuffing, no sealing, no 
envelopes. 

Ep Warp 

Whittier, Cal. 





Handy Hint Sharpens 
Pencil Sharpener 


Anyone can put a keen new edge 


on the dull blade of the ordinary & 
pencil sharpener without using tools oo ] ide ce ¢t oO 
of any sort. Just remove the shav- aL Ki 


ings container and then obtain a 
small sheet of fine grade sandpaper. 


AMERICA’S COMPLETE 
CUSTOM BINDER LINE 





Now hold the sandpaper against 
the sharpener’s cutters. Turn the 
crank backward while pressing the 
sandpaper lightly against the cutters. 
Sand them uniformly while making 
several revolutions of the crank. 
Replace the shavings container and 
the job is done. 

This idea will work wonders on 
that dull sharpener that you were 
going to throw away. 

GLEN F. STILLWELL 

Manhattan Beach, Cal. 


Ingenious Storage Rack 
Eases Store Room Clutter 


One call from your Heinn salesman, and you'll see 
As an advertising agency, we re- the widest selection of styles, colors, sizes, materials 


ceive hundreds of business publica- and finishes available today. Whether you buy the 
tions each month for checking cli- 


> best or buy on budget, Heinn designs binders uniquely 
ents’ advertisements. . 
While we stacked them as neatly tailored to your sales needs. Heinn helps you create 
as possible, they had a tendency to a lasting good impression on your prospects, helps 
make the store look messy. It was organize your sales binders and catalogs for peak 


also very difficult to locate partic- sales-clinching efficiency. 
ular issues when the magazines 


were piled up. 
A magazine storage rack was the CHOOSE CUSTOM BINDERS IN... 
solution to our problem. Made of | LEATHER 


half-inch pipe, it has six cross bars 
26” long. On it we can store approx- BUCKRAM 
imately 1,000 publications by hang- VINYL 
ing them on common wire coat 
hangers. Even over-sized publica- HEINNCO 
tions, such as the 15” Advertising 
aa” on these hang- CLIP AND MAIL Yes, —_ ae A Heinn's special services and 
-5 : L fast production. Send information on: Probab. 
One of the top racks holds buyer’s | THIS COUPON: ° 


| Quantities 
guides, annual issues, and other The [_] SALESMEN’S BINDERS 


permanent reference material; an- om [] DEALER BINDERS 
other rack holds several past issues | +a i> ‘3 [] MANUAL COVERS 
of advertising “trade” publications. Del | HEE INDEXES 
The current month’s publications O 


are shifted to one of the bottom NAME 
racks at the end of the month and | COMPANY 
stay there for three months before | ar 
being destroyed. on Se 
326 West Florida Street ADDRESS... 
Jack MEALER 


; : | Milwaukee 4, Wisconsin 
Account Executive, L. J. Swain, | doa : CITY, STATE.. 


Whittier, Cal. 
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ie »» SIMON INTRODUCES 


HEAT - SEALED 
VINYL COVERS 


WITH THE EXCITING NEW 


Electronic recHnique 


@ In Brilliant Silk 
Screen Decorations 


@ Scores of Vivid 
Surface Textures 

@ Suitable For Catalogs 

@ Presentation Binders 


@ Parts & Instruction 
Manual Covers 


FREE LAYOUT..... 
DESIGNING SERVICE 


Ideas and samples 
submitted without 
cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 
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for ADMEN 


© The New Anatomy of Advertis- 
| ing, by Mark Wiseman; Harper & 
Brothers, New York, 265 pages, 
$5.95 ... This is one of the most im- 
portant books written about adver- 
tising in recent years. The author, a 
45-year veteran of the advertising 
world, is a believer in the scientific 
method as applied to this presum- 
ably non-scientific operation. 
As he describes it, the scientific 
method is based on a six-step pro- 
cedure. 


1. He (the scientist) carefully as- 
sembles, evaluates, and systematizes 
the facts that have a bearing on his 
objectives. 


2. Reasoning from these facts, he 
frames one or more hypotheses in 
answer to the question“ What would 
or might happen if .. .?” 


3. He sets up an experiment to test 
his hypothesis. 


4. He draws conclusions from the 
| results of his test, and applies them 
to his objectives. 


5. He repeats his test to insure 
| against error, and adds other tests 
| if necessary further to confirm re- 
| sults. 


6. He uses his results to evaluate 
additional facts and achieve his ob- 
jectives. 


Mr. Wiseman discusses the pro- 
duction of advertising, using this 
six-step approach as a systematic 
way of making sure it is effective. 


| His book discusses the application 


of the method in detail. 


@ The Art Director at Work, edited 
by Arthur Hawkins; Hastings 
House, New York, 72 pages, $6.50 
. .. If you have ever had a yen to 
| look over the shoulder of an art di- 
rector to see how he worked, but 


| have been thrown out of the inner 


sanctum on your ear, this book may 
serve as a substitute guide. 

The editor went back to the 15 
art directors who won top awards 
at the 37th exhibit of the Art Di- 
rectors Club of New York. He 
asked each to tell the story of the 
winning work, how it was con- 
ceived, who contributed what, the 
roughs, the layouts, the comments. 


The winners included both adver- 
tising and editorial design, a record 
album cover, television titles and 
commercials. In all, it is a fasci- 
nating glimpse into a group of crea- 
tive minds. 


@ Printing: Careers & Opportuni- 
ties for You, by Philip Pollack; 
Chilton Co., Philadelphia, 136 pages, 
$2.50 . . . This handbok is designed 
for the young man or woman in- 
terested in working in any of the 
aspects of the graphic arts indus- 
tries. It describes the various proc- 
esses, the skills needed, and tells 
how to acquire training and experi- 
ence. It is a good introduction to 
the field, and especially useful for 
people engaged in counseling. 


© Executive Public Speaking Tech- 
niques, by Harry Simmons; Chilton 
Co., Philadelphia, 231 pages, $5... 
Public speaking, claims Mr. Sim- 
mons, is one of the basic require- 
ments for an executive. “It has 
been proved over a period of years,” 
he writes, “that the more effective 
an executive becomes as a speaker, 
the more certain it follows that 
eventually he is marked for leader- 
ship.” 

The first section of this book re- 
ports the results of a questionnaire 
on the values of speaking which 
was sent to a group of top man- 
agement people. 

The next 12 chapters form a sec- 
tion entitled “Building the Execu- 
tive’s Background” and discuss the 
varied situations in which speaking 


“Lord, what a mother symbol!” 


One of Fifty . . . ‘I’m driving my analyst 
crazy” (Citadel Press, N. Y., $1) is a 
contribution of two admen, Jory Graham, 
copywriter and John Wallace, illustrator. 





THE “BALANCED SHEET” FOR U.S. JNoUSTRY 


inserts 


catalogs 


annual reports “ae 


folders 


booklets 


manufactured by CHILLICOTHE PAPER CO. 





Molten aluminum is drawn into vacu 
um crucible from electrolytic cell at 
Reynolds Metals Company's new plant at 
Massena, N. Y. (All photos in this folder 
courtesy Reynolds Metals Company.) 


Adena FFSET 


FOR 


With its balance of flawless formation 
and surface film, Adena Offset is 
first in popularity in the 


DRAMATIC IMPACT 
AND REALISM IN INDUS- 


Chillicothe family of fine papers. 


TRIAL LITERATURE... Long a favorite for reproducing consumer 


goods, Adena is also becoming known 


as the value sheet for industrial literature. 
THE “BALANCED SHEET” 
This sheet is considered, in fact, for 
OF INDUSTRY OFFERS every type of lithographic assignment 


where press performance and 


YOU FULL VALUE, brilliant reproduction must be achieved 


at a sensible price. 


TOO! 


came at 
— —— 


this folder lithographed in four process colors 
on Adena offset, regular finish, basis 80. 
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is important, including conventions, 
sales meetings, and within the home 
office. 

The final section of four chapters 
gives practical suggestions for mak- 
ing yourself a better speaker. 

This is a book to keep near by, 
to pick up frequently, and to read 
from regularly. 


© How American Buying Habits 
Change, published by the United 
States Dept. of Labor; Order from 
Government Printing Office, Wash- 
ington 25, 267 pages, $1... The 
economists and statisticians of the 
Labor Dept. have taken a look at 
records going back to 1888 to see 
how the standards of living and the 
habits of American consumers have 
changed through the years. Chap- 
ters take up such phases of life as 
housing, clothing, eating, health, 
transportation and recreation. 

We all know that changes have 
been both great and rapid, but it 
is a little difficult, until you see the 
facts and figures collected as they 
are here, to grasp how great and 
how rapid they have actually been. 

Advertising is commented on only 
briefly, is given recognition as one 
of the major contributors to con- 
sumer demand. The booklet goes on 
to say, “Perhaps the greatest prod- 
uct of productivity itselfi—the sim- 
plest explanation of the cause and 
effect of this cornucopia—has been 
the stimulation of desire.” 

This is interesting background for 
one whose profession demands close 
attention to buying habits. 


© How to Get the Most Out of Tape 
Recording, by Lee Sheridan; Robins 
Industries Corp., Flushing 54, N. Y., 
128 pages, $1 . . . This is an intro- 
duction to the tape recorder, writ- 
ten for somebody who has had lit- 
tle or no recording experience. It 
starts at the beginning with the re- 
corder itself, tells how to operate 
it, how to edit, what you can do 
with a recorder for fun and for 
profit, and suggestions for getting 
more from your recorder. 

In describing equipment, the 
authors give model numbers and 
prices, and while they make no 
claims to presenting a complete 
listing, their selections will prob- 
ably agree with those of most im- 
partial experts. But the reader must 


be warned not to discard specific. 


brands just because they are not 


These magnificent, modern 
Logo Drapes are the perfect 
prestige way to fix your name or 
trademark firmly in the viewer's 
memories — SUBTLY YET 
INDELIBLY! 


Amazingly low in cost... 
extremely flexible... 
versatile...eliminates need 
for professional display men. 


Excellent for Exhibits 
Conventions + TV Backdrops 
Showroom and Window Drapes 
Over 100 Other Uses 


FLAMEPROOF AND DRY CLEANABLE 


Send for FREE sketch of 
your name or trademark 
in fabric design. No 
obligation. Also FREE 
colorful idea booklet on 
logo drape displays. 


116 East 32nd Street o New York 16, N. Y. 


Merry Christmas 


Friends of Good Typography 


a 


HOLLYWOOD BANNERS logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 


TELEPHONE: OR 9-4790 


(TRE 
Here Type Can relays SERVE You 
es 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


covered in this booklet. This is par- 
ticularly true in those areas in 
which the publisher, who is also 
a manufacturer or tape accessories, 
is active. No competitive brands are 
listed or pictured. 





December 1959 + ap * 23 





This is a complete list of currently available reprints of AR articles. Unless 
another price is given, each sells for 25c. In lots of 10 of any single reprint, 
the price is 20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 12'/2¢ 
each. Order by number from Reprint Editor, Advertising Requirements, 200 
E. illinois $t., Chicago 11. Please enclose payment if your order is under $2. 


New This Month 


285 How to Judge a Jingle — by John James 
Some guide rules, simple enough for the non-musical, to good singing commercials 
284 A Simple System for Traffic Control — by Richard V. Morrison 


An agency executive tells how they keep tabs on ad production 
283 How to Buy Your Business Christmas Gifts — by Robert 8B. Konikow 


A basic guide to the ethics and techniques of company gift-giving 


Advertising Specialties 


307 A Basic Guide to Specialty Advertising 


What every adman should know about this medium — a Best of AR feature 


Art 


256 How to Buy Graphic Arts Materials — by Donald Davis 


A quide to help graphic arts buyers 


236 A Code of Ethics for Art 


The official code of ethical practices in buying art 


Audio-Visuals 


303 A Basic Guide to Business Films 


Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Naumann (50c) 


A four-part series teaching admen production techniques and uses of audio-visuals 


Direct Advertising 


304 A Basic Guide to Direct Mail 


Planning, procedures and checklists for more effective mailing 
How to Get an Effective Christmas Card — by Bette Macon 


Some practical suggestions to improve your greetings 


Peek-a-Boo Envelopes Can Sell 


How alert advertisers are using envelopes with the extra window 
Can You Afford to Run Your Own Lettershop? — by Francis S. Andrews 

True economy is not always achieved by doing your mailings yourself 
Making an Effective Direct Mail Package — by William Baring-Gould 


An expert from Time Inc. gives some practical suggestions 
Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professionalism in this medium 
202 Tips for Direct Mail Advertising (50c) 


A 16 page booklet reprinting AR’s two special articles on direct mail advertising 


Engraving 


112 Do's and Don'ts for Better Engraving 
Replies to an AR survey give practical suggestions for cutting costs 


Exhibits 


309 105 Ulcer Reducers for Exhibitors 


A Best of AR feature, this is a practical checklist for exhibit users 
100 Suggestions for Exhibitors 


The Magic City 
A Georgia bank devised an unusual exhibit in a trailer to tell its story 
How Traveling Exhibits Build Good Will — by Mildred Weiler 


How Southwestern Bell Telephone handles display units 
Exhibit Photos — How to Put Them to Work 
How a number of exhibitors use photos of their trade shows 
How to Get More from Your Trade Show Dollars — by William S$. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
The Growing Importance of Fairs as an Advertising Medium — by James Joseph 


Fairs have become a product showcase and a selling place 
How to Get the Most Benefit from Trade Shows 


Excerpts from Monsanto’s exhibit manual gives many practical hints 


A checklist of helpful hints for conventions and trade shows 


Continued on page 26 
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LPNA Offset Awords 

Sponsored by Lithographers & Printers 
Natl. Assn., 597 Fifth Av., New York 17. 
Open to advertisers, agencies, designers 
and artists for outstanding offset lithog- 
raphy produced between Jan. 1 and 
Canada. The competition has been ex- 
panded to 51 categories. Entry fee for 
LPNA members is $5; $10 for all other 
entrants, including non-member lithog- 
raphers, advertisers, agencies, designers, 
etc. Material submitted by brokers is 
ineligible. 

Closes Jan. 18, 1960 


Ad Music Contest 


Sponsored by The American Music Con- 
ference, 332 South Michigan, Chicago. 
Open to any musical advertising used 
in campaigns for non-musical products 
and services. No music advertisements 
used for musical instruments or serv- 
ices are eligible. Awards are based on 
the most effective use of music as a 
theme in advertising. 

Closes Jan. 21, 1960 


Industrial Picture Awards 

Sponsored by The FR Corporation, 951 
Brook Av., New York 51. Adox Indus- 
trial Awards will be given to black-and- 
white pictures (no smaller than 314x 
444”) taken during 1959 in line with 
the work of professional photographers. 
The back of each entry should have 
entrant's name, address, camera used, 
film, exposure, plus developing data if 
available and the name of entrant's 
photographic dealer. All pictures be- 
come the property of FR Corp. and 
may be used for reproduction and pro- 
motional purposes. (Releases must be 
available if requested.) Winners will be 
notified by mail. 

Closes Jan. 31, 1960 


NVPA Awards 

Sponsored by Natl. Visual Presentation 
Assn. & Sales Executives Club. Open to 
all segments of the visual communications 
field for the best motion picture slide- 
film, and graphics. Categories include 
employe training, employe _ relations, 
public relations—educational, sales train- 
ing, sales promotion and _ point-of-sale. 
Two awards will be made in each of 
the three categories in each classifica- 
tion. Entry forms can be obtained from 
Day-of-Visuals Committee, Natl. Visual 
Presentation Assn., 19 W. 44th St., New 
York 36. 

Closes Feb. 15, 1960 


Car Card Awards 


Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St., 
New York 17. Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, agencies and _ advertisers 
throughout the country. Best of monthly 
winners will receive award for the out- 
standing car card of the year. 

Closes monthly 





Now ... handsome bindings for 
hard-working business books 


Du Pont vinyl “PX” cloth is ideal 
for bindings that must have both 
Sales appeal and serviceability 


PX’ cloth and Fabrikoid’ 


&€6.u.5. pat. off 


Du Pont vinyl “PX’’* book cloth has a 
uniform, pure-white printing surface on 
which colors reproduce richer, sharper, 
truer... and it is remarkably durable 
many times more scrub-resistant than py- 
roxylin materials of the same grade. It 
feeds well into offset presses; binds readily 
on standard equipment. 

That’s why Simmons-Boardman Pub- 
lishing Corp., N.Y.,N.Y.,had Plant Location 
bound in Du Pont vinyl “PX” cloth. The 


* PX” and “Fabnikoid” ave Du Pont’s registered trademarks for its impregnated and 


Patent for vinyl “PX” cloth has been applied for 


Fabrics Division, Dept. 


“PX” book cloth. 
Name 


E. I. du Pont de Nemours & Co, (Inc) 
Wilmington 98, Delaware 


Please send me free sample swatches, more information on new Du Pont vinyl-impregnated 


cover halftone appears sharp and con- 
trasty ...a brilliant red highlights the title 
and contents. 

For your new-business presentations, 
reference works, catalogs, directories, prod- 
uct manuals or technical books . . . be 
sure to get the added benefits of Du Pont 
“PX” cloth bindings. For FREE sample. 
swatches, further information, write E. I. 
du Pont de Nemours & Co. (Inc.), Fabrics 
Division, Dept. AR-912, Wilmington 98, Del. 


coated bookbinding materials. 
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GED REPRINTS 


= 


... continued from page 24 


Miscellaneous 


301 A Basic Guide for Paper Buyers 


The Best of AR tells what the adman must know about paper 
276 The Big Three Mail Order Catalogs — by Robert 8. Konikow (50c) 


A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 
266 An Inside Look at Worthington's Trademark Thinking 


A presentation for its own staff tells the story behind a new trademark 
218 Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
203 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 
202 How | Solved it ($1) 


64-page book containing over 125 selected ‘‘How I Solved It’’ items from AR readers 
201 Advertising Copyrights — by Robert J. Burton ($1) 


Copyright protection for graphic arts—a compilation of ten AR articles 
151 Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Packaging 


306 A Basic Guide to Packaging 
What packages should do for sales, and what materials to use 
275 A Guide to Card Packaging — by Dr. John A. Keenan 


An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 


A designer’s advice on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 


A report of a panel discussion at which some women shocked the experts 
264 De Multi-Packs Boost Volume? — by Richard E. Reed 


A report on a carefully-controiled test which measured effects of multiple packing 
258 Twenty-nine Ways to Measure Packaging Effectiveness — by George J. Bevans 
A package engineer presents a yardstick of 29 questions 


Photography 


302 A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 


Point-of-Purchase 


310 What Makes Good P.O.P. Advertisi 


A Best of AR feature which covers the fundamentals of this medium 
263 Why an Agency Opened Its Own Supermarket — by Kenneth R. MacDonald 


The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 


An adman reports the effects of the changing market place on p.o.p 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Money-saving ideas from a practical producer 


Premiums 


312 De’s and Don'ts for Premium Buyers 


A Best of AR article gives practical suggestions to improve use of premiums 
272 Overseas Premiums Can Add Glamor to your Promotion — by William S$. Roach 
Drop-shipping premiums from abroad has some advantages, but some risks as well 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premium shows which have constant appeal 


Printing & Typography 


311 How te Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 


The Best of AR feature includes more than 300 one-line specimens 
284 A Simple System for Traffic Control — by Richard V. Morrison 


An agency executive tel!s how they keep tabs on ad production 
282 Design & Color: Cure for a Sick image — by David K. Marshall 


A designer points out some things to do to build your corporate image 
257 Hew Billboard Produced an Unusual Insert — by R. B. Schueler 


The production story of a special section with a life of its own 
249 The Advantages of Letterpress & Offset 


A debate in print shedding light on the selection of the best printing process 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 
There’s trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick Kammann (50c) 


A five-part outline of a practical system for saving 10% on your printing bills 

105 Let's Swap ideas 
Ten ideas from printers and admen culled from Kimberly-Clark’s contest 
Continued on page 28 
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Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


DECEMBER 


3-5... Intl. Visual Communications Con- 
gress, Society of Reproduction Engineers, 
Statler Hilton, New York 


JANUARY 


6-8 . . . Special Packaging Conference, 
American Management Assn., Roosevelt, 


New York. 


20-22 .. . Research & Development Con- 
ference, American Management  Assn., 


Roosevelt, New York 
FEBRUARY 


1-3 . . . Motion Picture Workshop, The 
Calvin Co., Kansas City, Mo. 


4-5 .. . Flexographic Technical Assn., 
Palmer House, Chicago 


5... Mid-Winter Conference, Advertising 
Federation of America, Statler-Hilton, 
Washington 

24-26 . . . Marketing Conference, Ameri- 
can Management Assn., Roosevelt, New 


York 
MARCH 


2-4 . . . Gravure Technical Assn., Com- 
modore, New York 


4-7 .. . Advertising Specialty Guild, Con- 
rad Hilton, Chicago 


6-9 . . . National Electric Sign Assn., 
Ambassador, Los Angeles 


27-30 . . . National Paper Trade Assn. 
Inc., The Waldorf-Astoria, New York 


28-30 . . . Advertising Essentials and 
National Sales Aids Show, Advertising 
Trades Institute, Biltmore, New York 


APRIL 


4-7 ... Natl. Premium Exposition, Pre- 
mium Advertising Assn. of America, Navy 
Pier, Chicago 

4-8 . . . National Packaging Exposition, 
Convention Hall, Atlantic City 


20-27 . . . Interpack °60, German Ma- 
chinery Manufacturers’ Assn., Dusseldorf, 
Germany 


22-23 .. . American Film Festival, Edu- 





(Advertisement) 


CAMPCO 


PROGRESS 


Campco Styrene goes dimensional in big way! 


Giant self-service, freezer displays sell- 
ing King Sun frozen fresh citrus juices, 
are booming sales of the packaged sun- 
shine in scores of super markets. Be- 
cause the versatile units are so light, 
attractive, and easy to move—stores can 
put them to work in different freezer 
locations . .. move them to meet chang- 
ing merchandising opportunities. 

Dimensional Products Inc. of Mil- 
waukee, a leading producer of p-o-p 
materials, vacuum formed the hand- 
some freezer cabinet in two pieces from 
Campco S-540, Rubber Modified Sty- 
rene Sheet; selected this particular 
Campco plastic for its excellent thermal 
and forming properties. The bottom 
section alone, with base dimensions of 
48”"x60”, required a complex deep draw 
of 30”—accomplished easily using .187” 
thick Campco sheet. Best of all, the 
material’s dimensional stability in form- 
ing and high-impact strength after, as- 
sured a cabinet that would withstand 
tough super market usage. 

Particularly valuable to Dimensional 
Products Inc. were the fine surface char- 
acteristics of Campco S-540. Using a 
PM finish sheet which has a polished 
smooth surface on one side—mat on the 
other, they were assured exact uniform- 
ity from sheet to sheet . . . repeatability 
of product after forming. 

Campco S-540 is completely adapta- 
ble for printing by any of the commonly 
recognized processes—letterpress, offset 


and silk screening. Special inks are of 
course required to insure effective bond. 
Decal transfers are easily applied. The 
combination of printing with forming 
make the sheet ideal for advertising 
signs, colorful containers, and unique 
3-dimensional displays. The approved 
method is to print flat on the Campco 
sheet, then form and trim to shape. 

Available in full range of colors, trans- 
lucent and opaque from .01” to .187” 
thick, stock and custom sheets. 


Campco Woodgrain 
Sheet sells “A’lure” 


Handsome counter displays of Campco 
Woodgrain finish plastic sheet are help- 
ing to sell Warner Brothers ‘A’lure’”’ 
bras in apparel stores throughout the 
country. This new Campco sheet looks 
like solid wood but is light as a feather, 
and has all the excellent qualities of 
standard Campco sheet . . . high impact 
resistance, dimensional stability and 
outstanding formability. Available in 
cut-to-size and standard 
040” to .187” thick. 


sheets from 


latest developments in plastic 
Sheet -film- fabrication 


Campco Butyrate 


wins in weather tests. 


Colorful outdoor plastic signs that can 
withstand weather hazards without be- 
coming brittle or losing their brilliance 
are now possible with a special Campco 
Butyrate sheet. Made from resin sup- 
plied by Eastman Chemical Products, 
Inc., Campco Butyrate is tough, dur- 
able, easy to form, and completely 
weather resistant. 

Weather-test results at Arizona 
checking stations assure the resistance 
of Campco Butyrate to extremes of sun- 
light, rain, heat, cold, snow and wind. 
Moreover, its surface resists dirt build- 
up and washes clean in rain. 


Signs by Standard Manufacturing Company, Chicago 


Campco Butyrate is available in clear 
crystal or a variety of colors—rolls and 
sheets in thicknesses .005” to .125” stock 
or custom size. Clarity ranges from 
transparent through translucent to 
opaque. 

It’s easy to decorate by either lacquer 
or silk-screening. Attractive combina- 
tions of bright trademarks, slogans or 
other wording against colored or clear 
background are easy to achieve. 


Received Your Campco Personal File ? this data-packed reference 


file on thermo-plastic sheet and film is yours on request—just send name and address 
on Company letterhead to Campco, 2713 Normandy Avenue, Chicago 35, Illinois. 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 
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i GED REPRINTS 


... continued from page 26 


eo 


Publicity & Promotion 


283 How to Buy Your Business Christmas Gilts — by Robert B. Konikow 


A basic guide to the ethics and techniques of company gift-giving 
281 The AR Promotion Almanac for 1960 ($1) 


A list of special days, weeks and months for the entire year 
279 Report of the 1959 Sales Promotion Executives Assn. Conference (50c) 


Sales Promotion Comes of Age — by Dick Hodgson 

What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 

Nine Ways to Get Sales Promotion Ideas — by Fred Ziegler 


and other highlights from the convention program 
The Johnson Story (50c) 


Three articles examine the sales promotion activity of this leading manufacturer of outboard motors 
The Mayflower Story — by Edward L. Van Riper 


A public service program that turned out to be excellent public relations 
The Sales Promotion Executive of the Yeor 


About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
How to Get your Film Shown on TV — by Jim Atkins 


A news editor gives some practical advice on film preparation 
Barnyard at the Waldorf — by Russel K. Crenshaw 


The story of Pfizer’s press show, which installed live animals in a hotel 
Disneyland Finds Solution to Tourist Promotion Problem 


An unusual house organ which promotes business for competitors builds Disneyland 
Special Report from 1958 Sales Promotion Convention (50c) 


AR’s coverage of SPEA meeting has 10 idea-packed reports 
Portrait of Today's Sales Promotion Manager — by Dick Hodgson 
Sales Promotion — The Department of Enthusiasm — by Prof. Albert W. Frey 
The Hit Parade of Advertising Tie-ins — By Edward Tabibian 
Don’t Neglect the Bounce-Back Premium — by Jim Street 
How to Plan and Run Successful Contests — by Robert F. Degen 
How to Increase P.O.P. Effectiveness — by Horace R. Barry 
Sell Your Men on Value of Sales Training — Harold Gardiner 
How Basketball Built ac Company Name — by W. F. Walker 


An official of Vickers Petroleum tells how basketball! built brand recognition 
Merchandising Publicity — by Morris 8B. Rotman 
Case history of publicity program which drew extra dividends through effective merchandising 
How te Handle Relations With Radio, Television & Newsreels — by William G. Cox 


A guide to an effective publicity program for audio and visual media 
Getting the Most from Publicity Photos — by Leo Solomon 


Some practical hints on producing photographs that will win space 


Signs 


244 Designing for Posters — by Garrett P. Orr 


Practical hints from a leading art director in this field 
216 How to Use Highway Signs 


A guide to the basic principles of outdoor advertising 


Television & Radio 


308 A Basic Guide to Television Commercials 


The Best of AR Series covers the problems of the tv commercial 
255 Art Production for Television — by Dolph Franklin 


Tips on saving money when getting artwork ready for tv 


Drawing upon the accumulated detailed coverage of 
the first five years of Advertising Requirements, this 
series of 12 reprints is the quickest way to gain an 
understanding of the subjects they cover. Indispen- 
sable for the beginner, they are a valuable reference 
tool to guide the experienced adman through the 
many media with which he must operate today. 


301 A Basic Guide for Paper Buyers 

302 A Basic Guide for Advertising Photos 
303 A Basic Guide to Business Films 

304 A Basic Guide to Direct Mail 

305 A Portfolio of Typefaces for Admen 
306 A Basic Guide to Packaging 

307 A Basic Guide to Specialty Advertising 
308 A Basic Guide to Television Commercials 
309 105 Ulcer Reducers for Exhibitors 

310 What Makes Good P.O.P. Advertising 
311 How to Save on Your Printing Bills 

312 Do’s and Dont's for Premium Buyers 


the 
best 
of 


ar 


eee 
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cational Film Library Assn., Barbizon- 


Plaza, New York 


25-27 . . . Spring Technical Conference 
& Exhibition, Intl. Assn. of Electrotypers 
& Stereotypers Inc., Sheraton-Gibson, Cin- 
cinnati 

25-27 . . . Sales Promotion Executives 
Assn., Astor, New York 


25-28 . .. Lithographers & Printers Natl. 
Assn., Boca Raton Club, Boca Raton, Fla. 


MAY 


7-13 . . . Natl. Conference, The Society 
of the Plastics Industry Inc., Queen of 
Bermuda en route 


March 1-April 30 
Spring Cleaning Time . . . sponsored by 
Church & Dwight Co., 70 Pine St., 
New York 


March 1-April 16 
Lenten Meals . . . sponsored by Ameri- 
can Dairy Assn., 20 N. Wacker Dr., 
Chicago 6 


March 1-31 
Buttermilk Bread Sales Month a 
sponsored by Natl. Bread Sales Month, 
111 N. Marion St., Oak Park, IIl. 
Red Cross Campaign . . . sponsored by 


Office of Public Information, American 
Natl. Red Cross, Washington 13 


March 1-3 
Sea Power Symposium sponsored 
by Navy League of the United States, 
401 Mills Bldg., Washington 6 


March 1-7 
National Weights and Measures Week 
sponsored by Weights and Meas- 
ures Associates, One Thomas Circle, 
Washington 5 


March 2-April 17 

* Fish ’n Seafood Time, sponsored by Fish 
*n Seafood Promotions, Div. Natl. Fish- 
eries Institute, 1614 Twentieth St., NW, 
Washington 9 


March 3 
Doll Festival . . . (Hawaii—also Jap- 
anese Girls’ Day) 


March 4 
World Day of Prayer . . . sponsored by 
United Church Women, 175 Fifth Av., 
New York 10 


March 5-6 (tentative) 
Ka Palapala Beauty Pageant . . . spon- 
sored by the University of Hawaii, 
Honolulu 


March 5-12 
National 4-H Club Week . . . sponsored 
by The Federal Extension Service; U. S. 
Dept. of Agriculture, Washington 

# indicates new information or changes 
from 1960 Promotion Almanac 





Peer Tee Te Te | 


EYE-STOPPING... 
SALES-STARTING! 


Here is how a national 
product and a local service 
get action at the point 

of sale with Black Box 
Screenless Translites 

in dramatic, lighted 
displays! 


BANK CUSTOMERS use more bank services with this hand- Nationally known ANDERSEN WINDOWALLS 
some floor displayer in a busy traffic location. Illuminated never looked better never sold better 
Translites in full calor, sell from both sides. Changeable Important merchandiser is this floor display 
copy panels and translites keep messages up-to-the-minute. with full color Black Box back-lighted Translite 


True Color Exhibit Service, Inc. and handy bracket for literature 


Pittsburgh, Pa. Andersen Window Corp. 


Black Box Translites are printed on both sides en nee 

for added depth + Screenless printing on , 

paper or plastic « Accurate full-color « IHustra- Sales Offices 

tions as large as 40” x 60” « Most economical Bellevue, Wash. Denver, Colo. Kansas City, Mo. Pittsburgh, Pa. 
from 200 to 5000 pieces + Drop shipments. MAin 4-6056 MAin 3-8825 BAltimore 1-1933 ATiantic 1-1195 


: in Seattle, Wash. Des Moines, ta. Los Angeles, Calif. Roanoke, Va. 
Call or write for FREE SAMPLES CHerry 4-2415 MAdison 4-6486 Diamond 4-3950 
Cincinnati, Ohio 


Telephone: AVenue 3-0262 GArfield 1-3545 Detroit, Mich. Massillon, Ohio Rochester, N.Y. 


TUxedo 5-5551 TEmple 3-6015 GReenfield 3-0360 
BLACK BOX COLLOT YPE ' Dallas, Tex. Indianapolis, Ind. Minneapolis, Minn. St. Louis, Mo. 
STUDIOS, Inc. WHitehall 3-7573 Liberty 7-1650 FEderal 6-6878 OLive 2-0202 


(Screenless Photogelatine Printers) 


4840 W. BELMONT AVE., CHICAGO, 41, ILL. Displays + Posters + Translites +» Ad Blowups + Presentations 
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outstanding advertisers, 


Handles 


Advertising & Sales Promotion 


Another in AR’s series on outstanding programs of 


this three-part coverage 


serves as a fine example of a sales promotion pro- 


gram aimed at making retail dealers more effective. 


© Youngstown’s internal set-up 
¢ A Promotion a Week for a Weak Budget 
* How to be the Star of the Show 


Externals that Produce Inquiries 


An external house organ can be one 
of the most powerful media in the 
arsenal of the advertising manager. 


The Dream Jobs of the Fifties 


America’s outstanding printers, in a 
salute to Printing Week, nominate the 
outstanding jobs of the past ten years. 


How to Get Your P.O.P. Used 


A producer of point-of-purchase dis- 
plays lists 20 ways advertisers have 
used to gain space in stores. 


A leading supplier of premiums out- 
lines the different ways in which ad- 
vertisers use coupons and why. 


eee ees scceeerescesssssesess 
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March 6-12 
Girl Scout Week . . . sponsored by Girl 
Scouts of the U. S. A., 830 3rd Av., 
New York 22 


Save Your Vision Week . . . sponsored 
by American Optometric Assn., 4030 
Chouteau Av., St. Louis 10 

National Peanut Week . . . sponsored 
by Natl. Peanut Council, 535 DuPont 
Circle Bldg., Washington 


March 7-12 
National Smile Week . . . sponsored by 
Gibson Art Co., Amberley Village, Cin- 
cinnati 37 


March 13-19 
Irish Linen Week . . . sponsored by 
The Irish Linen Guild, 1270 Avenue of 
the Americas, New York 20 


March 17 
St. Patrick’s Day 


March 17-April 17 
Easter Seal Appeal . . . sponsored by 
Natl. Society for Crippled Children & 
Adults Inc., 2023 W. Ogden Av., Chicago 
12 


March 20-26 
National Rice Week . . . sponsored by 
The Rice Industry, 2171 Portsmouth, 
Houston 6, Tex. 


National Wildlife Week . . . sponsored 
by Natl. Wildlife Federation, 232 Car- 
roll St., NW, Washington 12 

National Salesmen’s Week . . . spon- 
sored by Earle M. Burnett Sr., P.O. 
Box 1223, Lincoln 1, Neb. 


March 21-26 
National Television Servicemen’s Week 
. . . sponsored by RCA Tube Div., Ra- 
dio Corp. of America, 415 S. Fifth St., 
Harrison, N. J. 


March 25-April 1 
Jewish Youth Week . . . sponsored by 
Natl. Jewish Welfare Board, 145 E. 32nd 
St., New York 16 


March 30 
Seward’s Day .. . 
Treaty 


Alaskan Purchase 


The ar 
promotion almanac 
for 1960 


This new publication, just 
off the press, is the most 
complete, up-to-date list 
available of special days, 
weeks and months sched- 
uled for 1960. A special 
section gives promotional 
dates to tie in with Alaska 
and Hawaii. 


$1 per copy 
quantity prices available 
Reprint Editor 


Advertising Requirements 
200 E. Illinois St., Chicago 11 








If you want printing with real sell, your artwork, typography and plates 
must be sharp and clear. The links that tie these together are the printer's 
skill and the paper he uses. Many skillful printers like Hammermill Offset's 
; smooth, level surface, its correct moisture content, superior opacity, and 


strength. They know it is great for full color work. For black and white, too. 


FORGES A STRONG LINK IN YOUR SELLING CHAIN 


a 





YOUR PRINTING 
WILL WEAR 
BEAUTIFULLY ON 
HAMMERMILL OFFSET 


Printing on Hammermill Offset keeps selling a long time. That’s 
because Hammermill’s strong Neutracel® fibers cheerfully resist 
rough and careless handling. Hammermill Offset’s youthful white 
stays clear and bright. Inks stay sharp and colorful on its level 
surface. You can have these advantages in 8 finishes and 7 atten- 
tion-getting colors in vellum when you ask for Hammermill Offset. 
This specimen printed by offset on substance 70, Wove finish on 
a 38 x 54 two-color press. Sheet size 27 x 40, 8 up. Speed 3000 
an hour. Copperized aluminum plates. Colors printed yellow, 
blue, black, red. Hammermill Paper Company, Erie, Pennsylvania. 





How to beat 
your own 


drum... 


Before you start your own public 
relations program, better read these 
words of practical advice. 


By Sam P. Karr 


Publicity is what keeps a news- 
paper going. 

So vast is the space to be filled, so 
compelling the daily deadline, so di- 
versified the demands of specialized 
knowledge, that, more and more, the 
newspaper editorial desk must de- 
pend on the news release. 

So, if your picture of a daily 
newspaper is a swarm of reporters 
scouring your city each day digging 
out all the news that’s fit to print, 
you'd better correct your picture. 

The paper couldn’t afford all the 
reporters necessary to do that kind 
of a job. Publicity enables them to 
do it. 


> Some newspapermen, when they 
have nothing better to do, like to go 
through various editions of a paper 
marking stories that have had their 
origin in publicity releases. The per- 
centage is always high. 

They come from the Spanish Olive 


Institute and the American Angus 
Assn.; from General Foods and 
General Motors; from the Society 
for the Suppression of Vice and the 
Academy for the Propagation of 
Vice—all beating their own drums. 

And what about you? Aren’t you 
news? Don’t you think it’s impor- 
tant for your public to know what 
you're doing? 

Pyblicity should become as nat- 
ural'a part of your business opera- 
tion as opening the mail in the 
morning. Try it. 


> Publicity is probably the least im- 
portant part of your public relations 
program. It is not the public rela- 
tions program. It is no substitute for 
a public relations program. 

What good will it do you to get 
your name in the paper all the time 
if all your business actions reflect 
badly on that name? You do your- 
self more harm than good if you 
build up, through news stories, a 
picture of a progressive, service- 


minded organization—and then fail 
to operate your business according 
to that picture. 

Your public relations—good or 
bad—are the cumulative impression 
you leave with the public. It’s the 
way your phone is answered, the 
appearance of your business, your 
letterheads and business cards, the 
uniforms of your servicemen; it’s 
your delivery truck barrelling down 
the street, or waiting courteously at 
an intersection to let a left-turner 
make his turn; it’s your collection 
letters, and the way you handle re- 
possessions. It’s all these, and more. 

Publicity is only one tool of your 
public relations. So, if you’re run- 
ning your business as though you 
expected to be out of it before the 
end of the year, you’re only beating 


This article has been adapted from “NAR- 
DA News,” a publication of the Natl. Ap- 
pliance & Radio-TV Dealers Assn., of which 
Mr. Karr is editor. 
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your own drum just to hear the 
noise. You might just as well stop 
reading here right now and go back 
to The Police Gazette. 


First step: attitude 


Assuming, then, that you have 
something to gain from a publicity 
program, how do you begin? 

First, by correcting any wrong 
attitudes you might have about pub- 
licity. 

You can’t approach it with the at- 
titude that you’re not interested “in 
all the glory.” It’s not a question of 
modesty or immodesty. It is a ques- 
tion of using properly a valuable 
business tool. 

Nor can you go to the other ex- 
treme, that of the “publicity hound.” 
It’s not news every time you change 
a window or add a new punch 
press, and if you keep insisting it is 
by sending out a steady stream of 
“news” releases, you'll set up a re- 
flex on the part of the editor in 
which he always associates your 
name with the wastebasket. 

Don’t feel that you have to 
“know” somebody at the newspaper 
to get your stories in. If what you 
have is of legitimate local news in- 
terest, you'll get it in. 

Nor does the amount of advertis- 
ing you carry in that newspaper 
have anything to do with it. If, in 
your area, you can talk yourself in- 
to some good space because you’re 
an advertiser, you'd better start 
worrying about the standing and 
respect that paper has and begin 
investigating direct mail as an ad- 
vertising medium. 

As an important part of your 
community, some of your business 
actions are news. The newspaper 
isn’t doing you a “favor” by running 
it as such. It’s only doing what 
comes naturally, and your publicity 
serves as an aid to the newspaper 
in that function. 


So, what's news? 


Once you’ve acquired a neces- 
sarily-objective view of yourself, 
and have got into the habit of sift- 
ing everything that happens in your 
business for possible news value, 
the rest is easy. 

The mechanics, the actual phys- 
ical shape, of the news release is 
discussed below. 

You are obviously not going to 
learn the ins-and-outs of news- 
writing in a few short paragraphs. 
Judging by some of the releases 
that arrive daily at any newspaper, 
there are people in the profession 
who are still learning. So the safest 
course for you to follow is to be 
straightforward and unfancy. No 
colorful adjectives. Above all, no 
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exaggeration. Just stick to the facts, 
ma’am, as the sergeant used to say. 


> Your first paragraph, which you 
will learn to call a “lead,” should 
contain a summary of the important 
facts in your story. That means, ac- 
cording to standard newspaper 
practice, that it incorporates the 
five W’s—who, what, where, when, 
why. Actually, many newspapers 
are getting away from this to make 
their stories more readable, but 
you'd better stick to it. 

The rest of your story should be 
a simple expansion of the facts con- 
tained in your lead in order of im- 
portance so that, if it has to be cut, 
the editor can chop off the bottom 
without injuring the story too much. 

So, then, what to write about? 
Just what is news? And the an- 
swer is: there is no answer. 

Something that is not news on a 
day that there is a kidnaping, mur- 
der, and a revolution, might make 
page one on a day when there’s 
nothing more exciting going on than 
a flower show. 


A story that is news in Coffin 
Corners might not make the Chi- 
cago papers at all. 

And something that can’t squeeze 
into a thin Monday paper might 
make it in an ad-swollen Thursday 
paper. 


> It’s obvious, then, that there’s no 
categorical list of subjects that are 
publicity space-openers. 

Certainly, the announcement or 
dedication of a new store would be 
news almost anywhere, and, in most 
cases, so would an expansion of 
your operation. But how about 
when you add a salesman to your 
staff? Or, how unusual does a pro- 
motion have to be to rate space? 

When you get the first electronic 
oven in town, that’s news, but how 
about less unusual, but legitimate, 
product news and demonstrations? 


> Once you start operating your 
publicity program, the boundaries 
of acceptable news will begin to 
define themselves. You'll notice 
what stories end up in the editor’s 
wastebasket—and be governed ac- 
cordingly. 

Better still, you'll go in and talk 
to your editor when you start your 
publicity program. 

Keep in mind that your objec- 
tive is more than just getting your 


name in the paper. Those stories 
have got to do something for you— 
build your reputation and prestige, 
give a picture of reliability, and 
growth, and service. 


Creating news 


What we've been talking about 
to this point is, in general, the type 
of news that you make in the nor- 
mal course of your operations. It’s 
a good solid foundation for your 
publicity program. There’s nothing 
wrong with stopping right there. 

But if you have any sense of ad- 
venture you'll want to explore the 
publicity possibilities of creating 
news. By that, we don’t mean fak- 
ing news, which is one of the 
cardinal publicity sins, but rather 
in creating newsworthy situations 
in which you are the central figure. 
Your main weapons are (1) the 
timely quote, and (2) the feature 
story. 


> Your source material for the 
timely quotes will be found in the 
fine business magazines we are 
blessed with, in the speeches at as- 
sociation meetings. 

For example, an appliance deal- 
er, to take some examples from 
the field in which I work, might 
begin: 

“Ten years from now, home ap- 
pliances the Coffin Corners house- 
wife never dreamed existed will 
be making life easier for her.” 

Then he goes into the entire 
world of ultrasonic dishwashers, 
electronic ranges, thermo-electric 
refrigeration and heating, compar- 
ing them with the progress that’s 
been made in the past 10 years, 
weaving in the unstated theme that 
appliances are a good value any 
time. 

It’s a good national story which, 
coming from a local dealer, becomes 
a good local story. It becomes even 
better and even more local if he 
can arrange to present this mate- 
rial at, let us say, a meeting of a 
women’s club or a Kiwanis lunch- 
eon. 


> Or, as another example, your city 
council is considering adding an- 
other garbage truck. What would 
be more natural than for you to 
show up at the meeting with a 
prepared statement (extra copies 
for the press, of course) on how 
widespread use of home garbage 
disposers would make the extra 
truck unnecessary? 

Or, to go a step further, you 
might conduct a local survey on 
what household task is regarded 
most appalling by housewives, 
using, perhaps, a double postcard 





as your survey vehicle. Ironing will 
undoubtedly win hands down. So 
invite the women who ranked it 
first to your store for a demonstra- 
tion and trial of an automatic 
ironer, and use the reactions as well 
as the survey results as the basis 
for a story. 


> With these examples, you are 
starting to move into the realm of 
the feature story—a tricky piece of 
business that an ordinary busi- 
nessman would hardly be expected 
to do well. 

The best way for you to write the 
feature story is to let the news- 
paper write it, and you do this by 
writing a memo to the editor ex- 
plaining in detail your idea of the 
story, what material or facts you 
have on it, and some of the pic- 
torial possibilities for it. 

In general, you'll let the news- 
paper take any pictures that are 
necessary, but before you go put- 
ting this down as a _ categorical 
law, find out for sure if this is what 
the newspapers in your area want. 
If your chances of getting good 
space are enhanced by furnishing 
pictures, by all means latch onto 
a local free-lance photographer as 
a regular source. It’s worth it. 


> Once your mind starts running 
in publicity channels, you'll find 
yourself with more ideas than you 
can possibly handle. Everything that 
happens in connection with your 
business will take on publicity pos- 
sibilities. But, if you don’t have 
the type of mind or personality for 
it, be smart enough to put some- 
one in your organization in charge 
of publicity. You might even in- 
vestigate the possibility of a free- 
lance source, or your ad agency, if 
you have one, but never get a re- 
porter on one of your newspapers 
to do your news releases “on the 
side.” Your motives might be good, 
but they might, also, look sus- 
picious, 

Some of your suppliers may send 
you blank releases in which you fill 
in your name in the apropriate 
places. Fill in the blanks, then copy 
the whole release in your regular 
format, even rewriting, if neces- 
sary to feature your local angle 
more and to play down too-blatant 
product pushing, which only pushes 
it into the editor’s wastebasket. Re- 
member, it’s your own drum you 
want to beat. 


Don’t forget your tv and radio 
stations. Send them copies of all 
your releases, but don’t attempt to 
rewrite them for tv style. They’ll 
do any converting necessary. And 
keep your eyes open for strictly tv 
possibilities, stories where the visual 
demonstration possible with the tv 
camera would play an important 
part. Examples: some good scenes 
at your booth in a home appliance 
show, or some shots of your sales- 
man chained to a refrigerator on 
your floor until he sells it, or a 
men’s club participating in a cook- 
ing school you’re conducting. 

Also, make sure that you’re cov- 
ering your neighborhood papers. 
These maybe, in fact, even more 
important than your daily news- 
papers. 


Things to avoid 


© News stories that aren’t news... 
Your first and biggest temptation 
will be to try to get additional ad 
space in the news columns. Don’t. 


e “Exclusives” that aren't exclu- 
sive ... There’s a legitimate place 
for exclusives, especially on fea- 
ture stories, but never pick out your 
fifth carbon and put “exclusive for 
the Chronicle” on it. And don’t 
throw all your “exclusives” at any 
one news outlet. Spread them out, 
or youll become known as a 
Chronicle man”—and that will kill 
you at the Herald. 


© Cuteness ... We mean stuff like: 
“Genial, jovial Ned Narda, who’s 
been peddling appliances for, lo, 
these many years. . . .” How strong 


a stomach do you think editors 
have? 


© Don’t try to fool the editor... If 
you've been sitting on a story for 
two weeks, don’t try to fool the edi- 
tor into thinking it happened yes- 
terday by leaving out the vital 
“when” element in the story. News 
spoils faster than food in a broken- 
down freezer. Every hour you hold 
a story is a count against it. So get 
them out fast, and get them to the 
editor fast—by special messenger 
if necessary. 


® Don’t work too close to deadlines 

. You give yourself and your 
story more of a fighting chance if 
you get the story to the paper be- 
fore the hectic deadline period. For 
a morning newspaper, that means 
before noon of the previous day, 
and, for an afternoon paper, some- 
time during the previous afternoon. 
Talk to your editors about the best 
times. 


© Never “threaten” an editor... “I'd 
like to see this story in today’s 


paper. I’m an _ advertiser, you 
know,” is the way it might go. To 
which a Milwaukee Journal editor 
once replied: “That’s not quite true. 
You were an advertiser.” Any story 
that’s not good enough to get in 
the paper on its own merits won’t 
do you any good if you get it in 
with a club. 


© Never thank him . . . The ordi- 
nary editor considers himself a 
highly-overworked and highly-un- 
derpaid individual. But he figures 
that the “independence” he has on 
his job makes up for it. So, when 
you thank him for running your 
story, you’re telling him that he 
didn’t use the story because his in- 
dependent judgment told him it was 
a good story, but because it was a 
favor to you, or because of pressure 
you might have exerted. That 
doesn’t mean, though, that you can’t 
compliment him or his reporter if 
a good story was made of a feature 
you suggested. Good craftsmanship 
deserves commendation anywhere— 
and especially in a field where 
craftsmanship is so important. 


© Don't make a pest of yourself . . 
You won’t win any popularity con- 
tests in a newspaper newsroom by 
calling up to ask “when they’re go- 
ing to run” your story. Sharp pub- 
licity operators sometimes use a 
more subtle approach by calling to 
see if the editor “received the re- 


lease.” It’s just as unpopular that 
way. 


© Avoid coverups ... There are 
times when you'll get publicity 
whether you want it or not. One of 
your trucks, let us say, is involved 
in an accident. It’s your job to give 
the reporter all the facts you have 
on it, even if it hurts. You'll only 
do yourself irreparable damage by 
denying it, or demanding that they 
suppress the news, or telling them 
they must be talking about a truck 
from the XYZ House down the 
street. Level with the reporter, but, 
at the same time, there’s nothing 
to prevent you from quickly figur- 
ing out about how many accident- 
free miles your trucks travel in a 
year, and how long it’s been since 
they were involved in an accident. 


© Avoid the “influence” boys .. . 
You'll probably run into individuals 
who “can get your stories into the 
paper” because they know the 
friend of a second cousin of the 
publisher’s wife. Sometimes it’ll be 
the space salesman for your paper, 
who'll want you to think you're 
getting a little something extra with 
your paid space. Avoid them like 
the plague. Use the regular pub- 
licity channels. 44 
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CONSUMER Mail 


Many a manufacturer can gain useful information from the mail he 


gets from consumers, if he reads it carefully and acts on it. 


By Ruth Leigh Sclater 


Does your company use its con- 
sumer mail for all it is worth? Its 
worth is priceless, when you use it 
to uncover ideas and information 
to be found in the letters written 
by Mrs. John H. Public to big busi- 
ness. Too often, these consumer 
letters are overlooked, neglected or 
given routine clerical handling by 
departments that fail to grasp their 
rich profit potentialities. 


> Here, then, are summarized a few 
of the opportunities awaiting any 
advertiser in a careful study of its 
consumer letters: 


1. Consumer Letters Evaluate 
your Product. . If there is any- 
thing wrong with your product or 
your package, you hear it quickly 
through the letters of American 
homemakers. Today’s public is ar- 
ticulate, responsive, likes to write 
to big companies, and is quick to 
comment on products, materials, 
design, color or manufacturing 
flaws. You seldom get this informa- 
tion as quickly first-hand through 
surveys or from over-the-counter 
research. Who but homemakers 
know from practical use and ex- 
perience when your product fails, 
or how it can be improved? Their 
letters report this—and quickly. 


2. New Ideas, New Uses, New 
Angles . . In letters from the pub- 
lic, advertisers can find suggestions 
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that form the germ of many new 
ideas or designs. Some consumers 
send them gratis. Others submit 
them for sale. In any case, the 
American public thinks about the 
products it buys, and often comes 
up with usable ideas explicitly 
written to manufacturers. Some of 
these are worth heeding; often they 
are a step ahead of your own re- 
search or experimental laboratory 


3. Consumers Report on Use, 
Wear and Care. . No matter how 
many trials, pre-tests and use sur- 
veys a product receives, the final 
test comes from reports from the 
public. What may seem perfect and 
mistake-proof in a new product or 
package often receives a quick re- 
jection when subjected to the un- 
biassed test of daily wear, use or 
care. American homemakers can 
and do offer many excellent sugges- 
tions in their letters. Such reports 
differ somehow from home tests 
given a product by company execu- 
tives, your agency or wives of of- 
ficials. Too frequently, personal in- 
terest or too much know-how can 
blind a company to obvious limita- 
tions in a product. Somehow, the 
impersonal, detached observations 
of a housewife can offer informa- 
tion on wear, use and care that has 
escaped the attention of your own 
company executives or agency 
officials. 


4. Information to use on Mer- 
chandise Tags or Tickets 


Highly practical information for 
merchandise tags or selling points 
often originate from consumer let- 
ters. Today’s homemakers write and 
inquire about what they want to 
know. Too often, packages or in- 
formation tags list facts that com- 
pany officials think consumers 
want to know. There’s a world of 
difference between these opposite 
viewpoints. 


5. Consumers Can Improve 
Your Directions or Instructions 
- « From consumer mail, you quick- 
ly find out if your directions or use 
of instructions are difficult or im- 
possible to follow. A busy, prac- 
tical-minded young mother, trying 
out complicated instructions 
dreamed up by an agency copy- 
writer who hasn’t carried them out 
under typical home conditions— 
such as a two-year-old tagging at 
her heels—will quickly set you 
straight about use directions. 


6. Quick Response to National 
Campaigns . . More significant 
than all the Starch ratings and con- 
sumer market surveys—letters from 
Mrs. Jones and Mrs. Smith im- 
mediately tell you whether your 
national advertising is effective or 
not. Some campaigns draw a raft 
of consumer mail. Others produce 
only a _ sprinkling. What simpler 
way to test advertising’s effective- 
ness? If the public doesn’t believe 
or like your message, your mer- 
chandise or your models, its letters 





will soon inform you. Moreover, 
homemakers are quick to inquire 
about props and accessories in your 
pictures. If they disagree with copy 
claims, they are not shy about say- 
ing so. What more reliable test of 
readership, attention value and in- 
terest than consumer mail? Inci- 
dentally, it costs much less than 
door-to-door marketing surveys. 


7. New Promotion Angles . . 
Some companies have found con- 
sumer mail a highly fertile source 
of new ideas for advertising and 
publicity. It often happens that 
some un-obvious feature of a prod- 
uct, some point casually glossed 
over in copy, contains your strong- 
est selling appeal. Too much close- 
ness can produce copy blindness. 
In one instance, an accessory shown 
in a national ad, made from the 
company’s textile product, proved 
more popular in producing consu- 
mer inquiries than the product it- 
self featured in the ad. 

What interests homemakers, not 
what interests art directors, is often 
uncovered in consumer letters. Too, 
many publicity angles can result 
from ideas presented by the public 
through letters. Questions about use 
and care can often provide rich ma- 


terial for publicitly releases to 
homemakers. 


8. Consumer Mail—a Check on 
New Styles or Colors .. In an 
effort to offer the public something 
new, too often previous styles, 
colors and designs may be dropped. 
Your consumer mail often becomes 
lively proof of the inadvisability of 
such head-office decisions. Witness 
a flood of hue-and-cry letters: 
“Why can’t I buy such and such 
any more?”, “I always liked your 
such-and-such style, and now the 
salesgirl tells me you have discon- 
tinued it.” Certainly, there are often 
production or sales reasons for 
dropping a given style or number, 
but time and time again consumer 
mail can disprove the wisdom of 
such head-office decisions. Too, 
these letters can form excellent 
bell-wethers of consumer taste and 
preference—often more reliable 
than decisions made around execu- 
tive luncheon tables or in agency 
conferences. 


9. New Policies for Marketing. . 
A careful tabulation, based on your 
own consumer mail, can often point 
the way to a need for change in 
marketing or merchandising pol- 
icies. Does the mail bring a con- 
stant flood of orders, including cash? 
If the company policy is not one of 
direct selling, these payments must 
be returned or turned over to a dis- 


tributor. Perhaps a new direct mail 
policy may be indicated. Do con- 
sumers in small towns and rural 
areas complain in letters that they 
cannot find the new styles you ad- 
vertise? Perhaps there’s work to be 
done checking wholesalers’ sales- 


men, or perhaps your own selling 
staff. 


> All this information and more you 
uncover when consumer mail is 
given the executive attention it de- 
serves. To be sure, top officials do 


not have time to read all these let- 
ters from Mrs. American Housewife, 
but they do—and should—take time 
to study summaries of the findings 
from consumer mail. Perhaps a new 
coding or checking system in the 
form of weekly or monthly reports 
may help to bring consumer mail to 
executive attention. Indeed, these 
scribbled, oft-illiterate notes from 
the public can bring a gold mine of 
profitable grass-roots information 
to companies that take the trouble 
to study them. 


your 
Idea 


Album 


PUBLIC RELATIONS 
Open House 


When dedicating a new plant, the Flick-Reedy Corp., Bensenville, 
Ill., took advantage of its location, next to O'Hare Field, to make 
sure of good press attendance. Its letter of invitation to newsmen 
in the Chicago area included an invitation to use Chicago Heli- 
copter Airways from Meigs Field, near downtown Chicago, to 
O'Hare, thus cutting the time needed to cover the affair to a frac- 


tion. Of 70 newsmen who attended the preview and luncheon, 23 
came by helicopter. 


DIRECT ADVERTISING 
First Day Covers 


Ayer & Streb, a Rochester, N. Y. lettershop, took advantage of the 
special stamp issued for the admission of Hawaii to send a 
memorable sales message to its prospects. The copy neatly adopts 
the flavor of the islands, saying that "you can avoid pilikia by 
turning the job over to us at the start, and when it is pau, you 
won't have a puka in your budget . . . Mark your order with a 
Hawaiian ‘wikiwiki’ or a state-side ‘rush’."’ The envelope, a first 
day cover, is itself a collector's item, as a P.S. pointed out. 


PROMOTION 
Get-Acquainted Folder 


Realizing that New York's Graphic Arts Exposition would be 
crowded and that it might be hard to remember names and faces, 
David Maclellan, editor of ‘Canadian Printer & Publisher,’ gave 
out a specially-prepared folder. On its front page were his portrait 
and that of Ad Manager Scott, and the line, "We came to New 
York to see you because .. .” The inside carried a pitch for Can- 
ada and the magazine. 


PUBLICITY 
Open House Invitation 


As a reminder to people invited to the open house of a new plant 
producing corrugated board, Owens-Illinois, Chicago, sent out a 
51/.x81/2" sheet as a post card. The message was mimeographed 
on a smaller sheet of white paper and pasted down. Traveling 
first class for 4¢, the card stood out in the day's accumulation of 


mail, and being made of the plant's product, was particularly ap- 
propriate. 
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Museum photo by David E. Scherman; others by George Barrows 


Parra 


Protective packaging 
Max Braun 
Germany 
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Plastic Squeeze Bottle 


Germany 


Travel Kit 
Mark Cross Co. 
Company design 
United States 


Plastic Separator 
Designed by Plaxall Inc. 


for Davis Emergency Equipment Co. 


United States 


‘ 





ART FOR TODAY? 


When an art museum designs an exhibit of commercial 
packaging, designers are not necessarily pleased. 
Here’s a report on the imbroglio that resulted. 


By Ted Sanchagrin 
AR Eastern Editor 


Perhaps graphic arts historians 
will remember 1959 as the year in 
which packaging was offered re- 
spectability by the Museum of Mod- 
ern Art. An exhibition, “The Pack- 
age,” ran for 50-plus days, opening 
September 10 and closing November 
1. It was a once-only affair three 
years in the making. 

The Package Designers Council 
panned it. Nobody liked it but the 
public—and one rebellious Council 
member. 

The Museum exhibited what it 
feels are 200 well-designed pack- 
ages, old, new and blue sky, dispos- 
able and reusable, from a dozen 
countries. It sought to make the 
public more aware of the packages 
they’ve been casually handling, and 
hopes it'll affect businessmen who 
call on professional designers. The 
printed label was included only 
when it contributed to total design, 
and this wasn’t often. 


Electric Shaver Box 
Max Braun 
Germany 


> Here is where the Museum of 
Modern Art and the Package De- 
signers Council part company. 

The Council charges that the Mu- 
seum is interested only in the pack- 
age as a functional and esthetic 
tool, will not consider the package 
in the light of marketing and moti- 
vational research, is unaware of the 
tremendous demands put upon 
package design by new patterns in 
retailing, ignores the new forces 
shaping our buying habits, misun- 
derstands the functional nature of 
graphics in packaging, fails to com- 
municate the vital nature of pack- 
aging in this present day world, and, 
furthermore, is guilty not only of 
errors of omission but also of com- 
mercialism, allowing the show to be 
underwritten by three manufactur- 
ers of packaging materials (Con- 
tainer Corp., Reynolds Metals Co. 
and National Distillers & Chemical 
Corp.). 

“I question the ethics of a muse- 
um in displaying part of the design, 
taking away the label and leaving 


what is not an artifact at all, some- 
thing that is not intended by the de- 
signer as a finished product,” Coun- 
cil president Karl Fink of Karl Fink 
& Associates says. “These are beau- 
tiful phenomena but do not bear 
much relation to the package that is 
offered.” 

And Council spokesman Walter P. 
Margulies of Lippincott & Margulies 
adds, “If one considers only the 
shape and material of the No. 10 
can, how could the consumer pos- 
sibly know what’s inside? And, in- 
cidentally, what about the tin can? 
It’s still one of the most universally 
used of all packaging forms, yet the 
Museum has by and large ignored 
i 

Speaking for the Council he found 
the exhibition incomplete, barren 
and sterile, gloomy and grim, pas- 
sive and passionless. 


> But the Museum couldn’t agree 
less. Associate curator Miss Mildred 
Constantine, an invited guest at the 
Council’s annual meeting, can’t see 


Cardboard Box 
Designed by Paul Rand 
for La Palina Cigars 
United States 
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Remember, you want the finest in 
fluorescence —ask for it by name 


Vewa-cis 


COLOR CARD . .. for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


15 
RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers + cardboards + silk screen colors + bulletin colors 
coated fabrics + water colors * qwik-spray colors 


MOST PRACTICAL QUICK-CHANGE 
PORTABLE DISPLAY EVER DESIGNED 


Qe 


WITH 
ACCORDION 
FOLD BASE 


For Sales Meetings 
Sale Counters 
Reception Rooms 
Presentations 


Clear acetate cover Folds flat 


Silk screen or 
lufts for quick changes for hanging 


print as desired 


The N. Y. Times, Newsweek and others select 
Picturest for ir advertisers. Protects and 
enhances ads, layouts, photos, illustrations, 
etc. under acetate. 


PRICES: (net fob NY) 9'/."x12", $10.80 doz. 
12”x15", $14.40 doz, Samples $1.25 ea. In 
grey or blue. Made to any size, color or 
material; with or without printing. 


SEGeGcoeco GO 


Creative Binders for Advertising & Selling 
318 W. 48th St., New Yerk 36 * PL. 7-5950 
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it that way at all. 

“After three years of research in 
the field, which took me from bull- 
pen to bullpen, in and out of phar- 
maceutical houses, packaging shows 
and design shows, I think I have 
seen and gone through the motiva- 
tion of more packages than those of 
you who produce them,” she says. 
“I personally selected the exhibition 
and I am responsible for it. These 
are my own personal selections. We 
do not create these exhibitions for 
fun. I feel the things we exhibited 
are significant contributions to pack- 
aging or I would not have exhib- 
ited them.” 


@ Motivational research? 


“We have gone on record as say- 
ing that we do not believe in moti- 
vational research. I feel that we are 
being overcommunicated. Consumer 
buying habits have remained largely 
a mystery. Packaging, too, will re- 
main more an art than a science.” 


® Commercialism? 


“We come to industry and ask 
them for a certain amount of money 


Cubitainer 
Designed by Thomas W. Winstead 
for Hedwin Corp. 


Glass Bottles 
Sucaryl (left), 1957 
Odol (right), 1879 

United States 


which is our budget for the exhibi- 
tion—no more, no less. We need this 
support because there is no other 
way in which we can show what we 
consider an exhibition that deserves 
to be put before the public and yet 
not have to be the servant of Madi- 
son Avenue and Wall Street. We 
immediately indicate there is no 
promise of inclusion or exclusion. 
We always acknowledge the spon- 
sorship of our shows. Any credit line 
stems from the Museum itself. We 
are proud that we can get industry 
to sponsor our exhibitions, partic- 
ularly when it is well known that 
we do not show any favoritism.” 


e Esthetic or practical? 


“We are not concerned with spec- 
tacular success or spectacular flops. 





CHANEL 


N°5 


Cardboard Cartons 
Chanel Inc., 1924 
Company design 
France 


We are looking on the package as an 
artifact. Because we are a museum 
and not a business we have sep- 
arated a package from packaging 
for profit. We cannot look at this as 
a business. This is not our function. 
It would seem to me that it is good 
in our society that some institution 
can look at a man-made object not 
simply for profit.” 


© Graphics removed? 


“Where we exhibited graphics we 
were saying these are beautifully 
done. I can say this as a member of 
the Museum and as a consumer who 
is bored to death with packaging 
and who resents that my favorite 
packages are constantly being 
changed. We are making a subtle 
statement that these packages are 


CHANEL Inc 
mtn Can ON BUTOe 


beautiful and 99% are not. It is your 
privilege to disagree, but unless we 
always selected those things which 
we felt were the most beautiful, 
then we would be doing a disserv- 
ice to designers and to the public. 
You are asking that a museum do a 
show from your point of view. The 
Museum has done a show, not of 
packages that are sold.” 


© Incomplete? 


“There is no package that we did 
not show as complete. We have 
taken the graphics off two kinds of 
packages: (1) standard packages 
available to hundreds of companies 
and shown for whatever character- 
istics they have, and (2) private 
molds on which the information 
slapped on a label may or may not 
help sell the bottle. This is not our 
main concern. Complete it with per- 
haps a more beautiful label.” 


@ What is a package to the Muse- 
um? 


“We don’t make the distinction 
that a package is different from an 
industrial design. We are not inter- 


Plastic Paint Dishes 
Anker Co 


Germany 





How 
ABOUT 
YOU? 


Do you know that many cancers 
can be cured if detected early? 
That an annual health checkup 
is your best protection against 
cancer? 

Are you giving yourself this 
big advantage? Or are you 
taking chances with your life 
because of foolish attitudes 
about cancer like these? 


DON’T 
EVEN 
MENTION 
THAT 
WORD! 


Fear keeps 
some people 
from even learning cancer 
facts that can save their lives. 


NEVER FELT 
BETTER! 


Checkups help to detect cancer 
in its “silent” stage before you 
notice any symptom. 


COSTS 
TOO 
MUCH! 


Dollars you spend 
for the protection 
of your health can 


om mean years of life. 


Millions of Americans have 
made an annual checkup a 
habit... for life. How about 
you? 


AMERICAN CANCER SOCIETY 
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WHO CALLS 
THE WINNING PLAY ? 


For a fast clean run the printer of the 
Rose Bowl game program is sure to win 
with Sterling Letterpress Enamel. 

In particular, the whiteness, the gloss 
and the printability of Sterling Letterpress 
Enamel permits inviting reproduction of 
illustrations on the cover. Gloss inks add 
to the sparkle that helps to sell the pro- 
gram. Text pages are printed on West 
Virginia’s excellent economy grade, Velvo 
Letterpress Enamel. 

The West Virginia family of top quality 
papers includes offset as well as letterpress 
grades for nearly every specification. 


Commercial Printing Paper Sales 

Fine Papers Division 

Chicago 1/ FR 2-7620 New York 17/ MU 6-8400 

Cincinnati 12/ RE 1-6350 Philadelphia 7/ LO 8-3680 

Detroit 35/ DI 1-5522 Pittsburgh 19/ CO 1-6660 
San Francisco 5/GA 1-5104 


You get quality papers plus all the ben- 
efits of a direct mill-to-you sales policy 
when you buy or specify West Virginia 
papers. On your next estimate, compare 
the quality and then see the savings for 
yourself. For full details contact one of 
the offices listed below, or write West 
Virginia Pulp and Paper Company, 230 
Park Avenue, New York 17, N.Y. 


The Rose Bowl program cover is on 90# Sterling Letter- 
press Enamel, and the text is on 70# Velvo Letterpress 
Enamel. Printing by Lederer, Street and Zeus, Ber- 
keley, California. You’ll enjoy the game more 
with a program, so for your copy call the West 
Virginia office nearest you. 


West Virginia 
Pulp and Paper 





Gift Box 


Designed by Kaj Franck 


ested in whether a product is good 
or not. We are not concerned with 


what a package covers. A package 
is anything that contains or protects 
anything. We have added to it the 


concept of carrying, distribution, 
shipping. We have carried it to the 
final degree where the package be- 
comes part of the object and works 
with the object. You cannot use 
three separate mechanical functions 
unless they are packaged for you to 
use. From our point of view there is 
such a thing as an ultimate package 
a package that covers the working 
mechanisms. Designers have shied 
away from packaging mechanical 
equipment because of the glorifica- 
tion of the idea or decoration.” 


© Reasons for some choices? 


“On Chanel No. 5 I was impressed 
by the stark simplicity of the pack- 
age, which has been in existence for 
many years. On the Wash ’N Dri 
packages I showed them as ex- 
amples of how the graphics work as 
an individual one-time package 
and as a multiple display package. 
The telephone has packaged and 
retained the graphic information 
necessary for the function of its 
working parts. Take the vinyl suit 
which protects the worker in the 
laboratory. It protects, but it also 
functions in that it fits the worker. 
I chose the bamboo piece because it 
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for Arabia 
Finland 


Plywood Carboy 
Grief Bros. Cooperage Corp. 


United States 


is one of the most basic containers 
in the world. So can a hide be? Yes, 
it is one of the most primitive, basic 
packages. 

“The Sucaryl package interested 
me for the shape of its bottle and 
the fact that its closure was also a 
dispenser. You will notice that we 
put this side by side with the Odol 
mouthwash bottle and dispenser, de- 
signed in 1899. This is what we were 
interested in showing. I did not in- 
clude the simulated, naturalistic, 
plastic squeeze shell package which 
looks like a lemon and which con- 
tains lemon juice, because in the de- 
sign it attempted to simulate a nat- 
ural thing instead of creating a new 
design.” 


> An exhibition wall label, com- 
menting on packages not in the ex- 
hibition, pointed out that an alarm- 
ing number of packages are more 
elaborate and costly than the things 
they contain. 

Miss Constantine did say the Mu- 
seum is on the side of the designer 
and the artist, but in perspective. “I 
was quite pleased by the reaction 
of the public which came to see an 
exhibition of something with which 
they are closely concerned,” she 
said. “We found them examining in 
great detail that which is inflicted on 
them as a consumer product. We 
asked them to look on it as a work 


of art which you, the designers, 
have created.” 

She prefaced her statements re- 
garding what the show is and is not 
by saying she’s dedicated to a se- 
rious proposition. “That proposition 
is that anything that is designed is 
the concern of the Museum of Mod- 
ern Art.” 


> The last word came from Council 
member Harry Lapow of Harry La- 
pow Associates, who remarked to 
the Museum representative and his 
fellow designers: 

“I am more and more in the en- 
emy camp. What we do is to get the 
sell on the package. We cheapen it 
so that the original concept is no 
longer there. We fail to recognize 
this protective material as some- 
thing beautiful. I don’t know 
whether a good part of the sell that 
we do put on our packages is really 
as valid as we hope it is. The Mu- 
seum did not want to show the kind 
of packaging that we as designers 
would think of as good packages, be- 
cause some of the better selling 
packages are no good. We have all 
turned out packages that we are not 
proud of. I think that we can think 
of and try to do a job. I don’t say 
that we should turn out museum 
pieces. But the Museum has shown 
me what I can do and I hope to do 


” 
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Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn. 


LANBUAGE 


Screen process can print 
in any language! 
Many or few and 
economical too! 


Put Punch in Point-of-Purchase 
POINT OF PURCHASE COMMITTEE ¢ SPPA 


NAG NANI 


TOP QUALITY AVE) Ga 


FOR 90 YEARS 


THE BEST BUY IN POINT-OF-PURCHASE ADVERTISING. 
NOW, PERMANENT PRESSURE SENSITIVE (WATER- 
LESS) TYPES AND WATER APPLIED TYPES TOO. 


SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


AVA) ON 


DECALCOMANIA COMPANY ~*> 


3736 REGENT AVENUE 
NCINNATI 12. OHIO 


Attention 
getters: 


MACK'S 
‘““MOPPETS”’ 
Hundreds available. 
Exclusive use. 
Low priced. 
Write your needs 
and request samples. 


DOUGLAS MACK 


1550 Church St., 


, = 
© e, 


“I forget names. Who's that San Francisco 14 


man in the red suit and beard?’’ 


Phone: MI 7-5377 


SCREEN PROCESS 
CARDBOARD @ PAPER @ METAL 
Write today for PRICE LIST 


RICHMOND SIGN COMPANY 
222 South Fifth Street 
Richmond, Virginia 


ALUMINUM BLANKS 


®Tackers Real Estate ° Traffic Control 
®Circles ¢ License Plate © Steel © Aluminum 
©32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


| 


| 





Pamphlet Describes Uses 
Of Fiber Cans And Tubes 


The variety of industrial uses for 
fiber cans and tubes is well-put in a 
pamphlet published by the National 
Fibre Can and Tube Assn., New 
York. 

It reports on a survey of 800 man- 
ufacturers who are present users of 
fiber cans and tubes for packaging 
and shipping containers. Among the 
specifics included in the report are: 


® More than 100,000 different kinds 
of fiber cans and tubes are now in 
use in the country. 


@ The food industry leads in using 
them — especially for ready-to- 
bake biscuits and frozen fruits. 


e Industries accelerating their use 
include electronics, metalworking, 
automotive, air conditioning and 
heating, construction, toys, games, 
liquor, textiles and sporting goods. 


The survey was conducted by the 
Better Packaging Advisory Council. 
Free copies are available. 

. « for more details circle 1204, page 129 


Film Shows Many P.O.P. 
Uses of Pressure Sensitives 


For its initial venture into film- 
making, Kleen-Stik Products Inc., 
Chicago manufacturer of pressure- 
sensitive materi- 
als, has come up 
with a low-budg- 
et film which il- 
lustrates a large 
number of actual 
examples of how 
these sticky- 
backed stocks can 
be used to in- 
crease the effec- 
tiveness of point-of-purchase dis- 
plays. 

Of especial interest are shelf- 
talkers which can be sent out flat, 
but which take on a third dimension 
when tabs are pulled before the unit 
is adhered to the edge of a counter. 
Other displays shown will be helpful 
in giving admen ideas which can be 
adapted for their problems. 

The 23-minute film, in color, was 
produced by Golden State Film 
Productions, Berkeley, Cal., and 
distribution is being handled for 
Kleen-Stik by Ideal Pictures Corp., 
58 E. South Water St., Chicago 1, 
Ill. 

In spite of some technical faults, 
the film has enough close-ups and 
enough factual material to be of in- 
terest to anybody concerned with 
p.o.p. 44 
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Congratulations ! 
You're getting up a let 


in 1958... 
hundreds of Point-of-Sale 


advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
«++ we predict hundreds more will 
\ switch to them in 1959 .. . because 
° ll say “goodbye forever” to decal water 

‘ion problems. 

. te easily and quickly applied .. . yet as 
durable and long-lived as any decal sign made! 


7 field men “get more up.” 


DISPLAYS 
to stimulate 


TENS OF THOUSANDS USED SUCCESS- 
FULLY BY DISPLAY MANUFACTURERS! 
Triangle’s “Lazy Susan” Bearings 
are only 5/16” thick; can be re- 
cessed to only 1/8” —help solve 
revolving display or turntable 
problems at low cost. 3”, 4”, 6”, 
12” sizes. Light or heavy weights 
swivel easily on ball bearings in 
large race. All steel, stamped and 
interlocked construction—no parts 
to lose. Write for full information. 


“TRIANGLE MANUFACTURING CO. 


0 Division St. Oshkosh, Wisconsin 
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What is Happening 


An agency executive reports on 
recent trends in costs, and on what 
may happen in the next decade. 


1. ARTWORK costs have increased rapidly since 1955. By Clayton Huff 
Vice president & assistant treasurer 
Batten, Barton, Durstine & Osborn 
New York 
—" ” There are a number of elements which go into the 
- Ts cites Ria dteenensaceirncencmeec 1D total cost of producing a completed print ad. The im- 
portant ones, on which this article is based, are art (in- 
cluding photography), engravings, composition and elec- 
tros. These have been given, in general, in the order of 
their importance cost-wise. Naturally, the exact distri- 
bution will vary in different ads and with different ad- 
vertisers. 

As part of the preparation of this report, we made an 
analysis of some $2,000,000 of BBDO print production 
billed to clients in December 1958, covering many hun- 
dreds of ads. We found that, on the average, art ele- 
ments ran 45% of the total cost of production; engrav- 
ings ran 30% (with two-thirds of that attributed to 
color); composition, 15%; electros, 10%. 


Chart 1 shows the trend of art costs. There was vir- 
tually no change in the final years of the 1940 decade. 
But there has been change — and substantial change — 
in the last three years. It is clear that the artists and 
photographers did not keep pace with normal inflation 
; 4 . ; , during the years immediately following the war, but 
1954 1955 19561957 2 
they have been catching up. 


Chart 2 tells the story of engraving costs. This shows 
a rapid postwar rise, but a much smaller rate of in- 
crease since 1950. In fact, the 1958 costs are only 28% 
above our base year of 1950, which is well below the 
jump in art costs. 


In Chart 3 is the story of composition, or typography. 
The engraving pattern is repeated: a big rise in the late 
forties and much slower in the fifties. 


This article is adapted from a presentation made before the Assn. 


of Natl. Advertisers’ workshop on advertising budget and cost 
control. 


5. PREPARATION costs, as a whole, have risen steadily. 


~T 
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to Production Costs? 


Electros, in Chart 4, are very 
similar. This, like composition, is up 
only 24% since 1950, a few points 
less than engraving. 


Chart 5 sums it all up to show the 
increase in total production cost. In 
this chart, the four elements have 
been weighted to give importance to 
those which represent the greater 
share of the cost of a finished ad. 
This combined index shows a rather 
steady climb in the fifties after a 
fairly rapid one during the late 
forties. The six point rise in 1958, 
however, is the largest annual jump 
since before 1950. 


> What do these figures mean? We 
all know costs have been going up, 
but how have these costs been ris- 
ing as compared with, for example, 
the costs of space? Chart 6 shows 
the same 30% increase in production 
costs since 1950, along with the in- 
creases in space costs in three types 
of media. Magazines have jumped a 
whopping 69% (with publishers still 
screaming about their own produc- 
tion costs), newspapers have risen 
44% and business papers 48%. It is 
clear, then, that production costs 
have not risen as rapidly as space 
costs during the 1950’s. 

The representatives of publica- 
tions might take some objection to 
this comparison. They might point 


6. PRODUCTION, however, has increased less than page rates. . . 7. 


PRODUCTION 


MAGAZINES NEWSPAPERS BUS. PAPERS 


out that these indices are based on 
absolute cost. Space costs, they 
would say, have gone up because 
circulation has also gone up. Indices 
should reflect these circulation 
gains. 

If we recompute space costs to 
give cost per thousand rather than 
cost per page, we get a somewhat 
different picture, shown in Chart 7. 
Here, against the 30% production 
cost rise, we have 29% increase for 
magazines, reflecting their relatively 
large circulation gains; newspapers 
down to a 35% increase; and busi- 
ness papers showing the remarkably 
low increase of only 10%! 

Which of these last two charts 
more accurately reflects the true 
picture? Which more fairly com- 
pares production cost rises and 
space cost rises? This could develop 
into a fine argument. I must go 
along with the first of the charts 
and its absolute cost increases, be- 
cause I feel that we must also view 
production on a cost per thousand 
basis, since the use of each ad has 
gained circulation just as the media 
have. 


> This, then, is the picture up 
through 1958. It is one of rapidly 
rising production costs in the late 
forties, a slowing during the early 
fifties, but a more rapid, rise during 
the last three years. I think that the 


circulation. 


PRODUCTION 


projection for the future must be 
rather clear. There will continue to 
be increases in the cost of the com- 
ponent parts of production, just as 
the cost of other products and serv- 
ices show no signs of stopping their 
rise. 

Now any mathematician or statis- 
tician can extrapolate from the line 
graphs reproduced here, and project 
an annual rise of perhaps 4% in the 
cost of production for advertising. 
But this is on the assumption that 
conditions stay the same in each of 
these component areas. To look into 
it at more detail, I obtained some 
opinions from important people in 
the field to give you their views. 


e Artwork costs are probably the 
hardest to forecast. It is the one 
component that is not heavily influ- 
enced by union contracts with labor 
so that it can have more price com- 
petition. The best guess that I could 
get from people in the field implied 
very little change in the current 
high level of prices in the foresee- 
able future. But I believe that the 
factors which dictate price in any 
free economy — supply and demand 
— will determine what is to come. 

Photography continues to grow as 
the major art product, and the best 
names in the business will raise 
prices if the demand for their prod- 
uct intensifies. But advertisers will 


. . + Unless rate increases are measured per thousand 


35% 
29% : 
18% 


MAGAZINES NEWSPAPERS BUS. PAPERS 
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pay for it if they need the best. Art 
is so important in the successful 
selling job of an ad that the incre- 
ment in price to get the best will not 
prevent advertisers from spending 
it if they feel that it will make their 
larger quantity of media dollars pro- 
duce more sales. 


® Engraving costs present a more 
complex picture. I talked at length 
with the head of one of the large 
and successful engraving firms in 
New York. I expected to hear a 
story that would say, “It is not up 
to us, it is up to labor; if they raise 
rates we will have to.” But that was 
not his tale. His story is more com- 
plex, but leads even more surely to 
higher costs in the future. 

New York engraving firms, he 
said, are having financial problems 
that are becoming more and more 
serious. The reason for this is 
largely European competition which 
has taken non-advertising work 
(books, art reproductions, maga- 
zines and other non-rush work) 
away from domestic firms. Engrav- 
ing shops had used this non-rush 
work as fill-ins between the peaks 
of advertising work. Now that much 
of this fill-in work is gone, adver- 
tising represents a large proportion 
of what is left, and advertising work 
is expensive because of the speed, 
the exacting demands of the agen- 
cies striving for perfection, and the 
spasmodic timing of the work flow. 

This eternal rush is expensive, 
and some of it can be avoided with 
better planning by the advertiser 
and the agency. Recognizing this 
problem, we at BBDO have rebuilt 
our traffic department, with most of 
the changes aimed at assuring 
enough time for the production 
process. It pays off in quality and in 
cost. 


® Electrotyping presents a some- 
what different picture. Their busi- 
ness is shrinking, and electrotypers 
see the handwriting on the wall. 

In New York, electro prices are 
firm for the next year and a half. 
On the West Coast, there is an an- 
ticipated rise of 10% in the next 
year. Beyond the next year there 
will probably be smaller rises, total- 
ing perhaps 25% over a five-year 
period. 

Electrotypers in the East are 
hopeful that they will have a bigger 
role to play in the printing process 
when some of the new developments 
become commercial realities. The 
unions are interested and have had 
joint meetings with the employers 
association to learn what these new 
processes are all about. The union 
technical education committee has 
them under study and will help the 
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men learn the new operations that 
will be required. 

Union heads are happy with their 
relations with management and 
have found that management co- 
operates with free use of equip- 
ment and materials necessary for 
the training of apprentices on pres- 
ent routines and expect similar co- 
operation on the new activities. 


e Composition prices have risen 
rather steadily over the past five 
years, as they did in the previous 
period as well. The increases have 
averaged between four and five per- 
cent. The New York suppliers feel 
that a similar pattern will continue 
over the next five years. The news 
from the West Coast is better. They 
expect a 2% rise in the next year 
with similar advances in following 
years, but there may be negotiations 
on employe retirement funds which 
could speed the rise. 

In New York, those type houses 
used by the agencies specialize in 
serving agencies and their demand 
for speed and quality. The costs are 
high, as one supplier puts it, “be- 
cause the time requirement of ad- 
vertising is such that no kind of 
normal work load can be main- 
tained.” This is the same refrain 
that we have heard from suppliers 
of other components of advertising 
production. The demand for speed 
causes such peaks and valleys that 
much idle time must be paid for by 
the rates charged for active time. 
Mornings in such a type shop are 
times of very light work. The work 
starts flowing in during the after- 
noons and on into the evening. 

In this field, also, the unions are 
preparing for the new developments 


Quick Calculator . . Paper calculator, in- 
troduced by Eastern Fine Paper & Pulp 
Division, Standard Packaging Corp., Ban- 
gor, Me., quickly calculates equivalent 
ream weights in any substance of book, 
bond, ledger, writing or cover paper. It 
is available through Eastern paper mer- 
chants. 


that may be just around the corner. 
Phototypography is a reality in a 
few shops in the country — not yet 
in New York — but it may require 
Du Pont’s photopolymer plates, or 
another photo-mechanical process, 
to make it more universally adopted. 
The change-over may go rapidly 
once it is under way, but the sup- 
pliers generally feel that the period 
of change will be made over the 
next decade. 


> The hope of holding the line on 
costs lies in new developments, such 
as new alloys for printing plates, fast 
etching processes, electronic color 
separation, lighter-weight copper 
and plastic electrotypes, bi-metallic 
offset plates, photocomposition, and 
most exciting of all, photopolymer 
plates. 

For the most part, it is still hope 
at this time, because much develop- 
ment work needs to be done. In ad- 
dition, labor will raise some ques- 
tions, for some of the developments 
cut across the old lines of engraving, 
type and electros, or merge or blend 
them. Suppliers in each of the fields 
are interested and will try their 
hands. This will involve the separate 
unions which work in each of the 
present fields. The possibility of 
jurisdictional disputes cannot be ig- 
nored, but we can hope they can be 
avoided. 

In the last analysis, I've found 
people in the production fields hope- 
ful, excited, interested and cost- 
conscious. After decades of very 
slow change, they are, in the words 
of one supplier, “on the threshold 
of a technical revolution.” Maybe — 
just maybe — your costs won’t go 
up as fast as it now appears. a4 


New Sample Books Show 
Entire Peninsular Line 


More than 100 different large size 
samples of cover stock and colored 
specialty stock are presented in the 
new Peninsular paper sample books 
which come in two volumes. The 
814x11” plastics bound volumes dis- 
play all colors and all weights of 
each of the 12 Peninsular stock 
brands. These are Angelo, Zamora, 
Tintex, Pab, Bermuda, Duplex, Wol- 
verine, Economy, Twin Tone, Orkid, 
Snoweave and Tuscan. 

In addition to the actual sample 
sheets, the books describe the char- 
acteristics of each brand, suggested 
uses, production pointers, specifica- 
tions and information on weights 
and sizes stocked. Copies may be 
obtained from Peninsular mer- 
chants. q¢ 
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FOR THE BEST IN PHOTOGELATINE REPRODUCTIONS 






. 4/ 44 
FREDRICK PHOTOGELATINE PRESS, Inc. Sheet Sizes to 44" x 64 
438 West 37th Street « New York 18,N.Y. | Quantities to 7500 
LOngacre 3-3340 (Call or Write) 


Specialists in Outdoor Posters 





First of all, our ideal prospect is a seasoned and discriminating production executive. He is never 
pushed over by a fast talking supplier on the make. Basically he stays with those who have served 
him well. « We respect the choice of his present engraver. Furthermore we assume no privilege to 
criticize his selection. As an expert in his field he surely has logical reasons for the appointment of all 
his suppliers. « This question would now be appropriate—how does a company just 58 months old 
sell anyone? Our answer is simply by outdoing our competition rather than out-talking them. 


HERE IS A BRIEF SYNOPSIS OF HOW WE OUTDID: 


e Westarted in business with enough 4 color proofing 


¢ Revolutionized old methods of color correction by 
presses to proof all ‘wet’ jobs the right and only way. 


using modern masking methods and pre-correction 


Installed the best in precision color cameras includ- 
ing an imported Klimsch and a Unitronics color 
splitter that gave us a gallery second to none. 


We took the basic theory of powderless etching of 
copper, advance developed it, engineered and built 
our own etching machines for screen deepening and 
line deepetching. 


in correlation with powderless etching. 


We know enough about the business and the prob- 
lems of publication printing to give enlightened 
counsel on the subject of photoengraving. 


We believe in breaking our necks for people without 
packing the bill to remind them we did. 


Enough people believed in us to give us their business in addition to their 
loyal encouragement. We kept faith with them and they stayed with us. 


Maybe some day you will give our services a try. We hope you do, but we'll 
never be a nuisance to you if you don’t. 


HUTCHINGS & MELVILLE, INC. custom Protoengraving 


4043 No. Ravenswood Avenue, Chicago 13, Illinois 
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The Big Splash — In Editorial Color 


wg ROP coher mate of the rm otst fashinn trends for the 


ty by Row Marte Reid 


How to Get 


Publicity in 


R.O.P. Color 


Kh, Mania Rhike 


—— ou 


Full Color Release . . 


If you make it easy for 
editors to use color, 
you'll get more color used. 


—or ote 


. This page size release, in full color, 


showed the illustrations and told editors how to get them. 


By Phil Seitz 


When you can get full color pages 
in the fashion sections of newspa- 
pers devoted entirely to pictures of 
your product, and copy about it, 
you quite obviously have achieved 
a publicity 10-strike. 

This was the experience of Rose 
Marie Reid this spring when 19 
newspapers throughout the country, 
with a total circulation of 2,803,000, 
ran color pictures of its swimsuits 
with accompanying copy. Not every 
newspaper devoted a full page to 
Rose Marie Reid, but most did. 


> The project began April 10 with 
the following letter from Lyn Arm- 
strong, Rose Marie Reid publicity 
director, to 150 newspaper fashion 
editors: 

“There is an exciting new medi- 
um in fashion editorials! Rose Marie 
Reid is the first to offer it, and I 
wanted you to be among the first to 
see it. 

“Enclosed is a full color proof of 
three bright, beautiful swimsuit il- 
lustrations available exclusively to 
you in your city, and positioned to 
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any page layout you wish, on di- 
rect-casting ROP color mats. These 
mats are easily handled in your 
production department with real 
saving of time and money. The en- 
closed proof was run on newsprint 
with ANPA standard red, yellow 
and blue process inks, and can be 
reproduced beautifully in your own 
newspaper. 

“This is the way it works: you 
select one, two or three of the color 
subjects you wish. Then just plan 
your layout, mark out the desired 
position for the illustrations you 
choose on a tear sheet of your 
newspaper, and mail it with the en- 
closed order form. Within three 
days after receipt of the layout the 
full page mats will be shipped, 
ready for direct casting of press col- 
or plates by your stereotype depart- 
ment. 

“Since the mats employ only 
three colors, you retain full control 
of the black portion of your page 
which is set and matted in your 
own plant as usual with normal 
deadlines. This enables you to write 
your own copy and heads, and even 
incorporate black and white photos 


if you wish (though the cost of the 
mats and your plant’s production is 
the same whether you use color 
through the whole page or just a 
portion of it). 

“May I suggest that you discuss 
this idea with your production de- 
partment. They are no doubt fa- 
miliar with Sta-Hi Color Service, 
producers of the mats, since they 
supply engravings and mats to lead- 
ing newspapers and advertisers. 

“Rose Marie Reid has absorbed 
the full cost of photography on lo- 
cation, models, engravings and color 
correction, so we are able to offer 
you the mats at a subsidized price 
of only $30 to cover their individual 
preparation only. I am writing a 
limited number of fashion editors 
in key cities and am most anxious 
to have your comments if you will 
jot them on the enclosed postcard. 
I look forward to working with you 
on this new color project. 

“Cordially 
“Lyn Armstrong (s) 
Publicity Director” 


> The letter was accompanied by 
proofs of the mats, with a re-state- 





These Newpapers Used Color 


Houston (Tex.) Post 
Rockford (Ill.) Register- 
Republic 
Ottawa (Ont., Can.) Citizen 60,000 
Sioux Falls (S. Dak.) 
Argus-Leader 
The Pontiac (Mich.) Press .. 
Toledo (Ohio) Blade 
Newark (N.J.) Star Ledger . 
Winston-Salem (N.C.) 
Twin-City Sentinel 
Sacramento (Cal.) Bee .... 
The Bloomington (Ill.) 
Pantagraph 
Worcester (Mass.) 
Evening Gazette 
Rochester (N.Y.) 
Democrat & Chronicle ... 
Savannah (Ga.) Morning 
News, Evening Press .... 
Charlotte (N.C.) Observer .. 
Milwaukee (Wis.) Sentinel . 
San Diego (Cal.) Union .... 
Phoenix (Ariz.) Republic 


Long Beach (Cal.) Inde- 
pendent Press-Telegram . 

Los Angeles (Cal.) 
Mirror-News 


Total Circulation 2,803,000 


ment of their use and avail- 
ability, as explained in the letter. 
The order form enclosed was ad- 
dressed to Sta-Hi Color Service, 
Fullerton, Cal., to facilitate handling 
of orders. 

The cost to Rose Marie Reid for 
the entire job was approximately 
$1,600. Of this, some $1,500 was 
spent for models, color photos and 
transparencies, engravings, color 
correction and proofs. An additional 
$5 was paid to Sta-Hi for each of 
the 19 newspaper orders received. 
This reflected a Rose Marie Reid 
subsidy on the mats to enable offer- 
ing them at $30 for three. 

For comparison with previous and 
continuing other publicity, Lyn 
Armstrong provides these figures: 
black and white photos, sent to a 
similar list, at a cost of approxi- 
mately $400, would be used by 
about 90 papers; last year a total of 
50 color breaks in 45 newspapers— 
both roto and ROP—were obtained 
at an approximate cost of $3,500. 


> After evaluating the results from 
the use of the color mats, Rose 
Marie Reid expects to continue their 
use for a number of reasons. For 
one thing, in terms of the swimsuit 
season, the project was started late, 
and there was no time for a follow- 
up. A follow-up would probably 
have added several newspapers to 
the list used, it is believed. In this 
category would be several news- 


papers where it was necessary to 
explain that the use of the color 
mats was actually as simple as out- 
lined in the letter. 

In almost every case, the news- 
papers which used the mats had not 
used color for Rose Marie Reid be- 
fore. The reasons for previous non- 
use include the fact the papers con- 
cerned did not have a roto section, 
or there was no budget for the 
making of plates, or the paper had 
had poor experience with editorial 
color in the past. 


> Since swimsuit color material had 
never before been offered in mat 
form, it is believed by Rose Marie 
Reid that they created additional 
prestige for the name. Based on re- 
action of the newspapers using the 
color mats, it is also believed the 
color mats created a receptivity that 
will lead to their further use. 

Being the only swimsuit manu- 
facturer offering this service, Miss 
Armstrong feels this will all be in 
favor of Rose Marie Reid, at least 
until some competitive manufactur- 
er offers the same service. At such 
time, a re-evaluation of continuing 
the service would be made, she 
says. 


> John V. Landau, vice president of 
Sta-Hi, offers a variety of reasons 
this publicity was so successful. He 
says there is now a trend among 
leading newspapers to promote edi- 
torial as well as advertising color. 
However, there are still relatively 
few newspapers which can afford 
the installation of complete color fa- 
cilities, including those for engrav- 
ings. 

When a newspaper cannot make 
its own color engravings, Mr. Lan- 
dau says, the cost of approximately 
$250 per color engraving is a strong 
deterrent. In the case of Rose Marie 
Reid, acceptance was good, in his 
opinion, because they provided 
mats. This is a step beyond engrav- 
ings, which would cost a newspaper 
$750, as compared to the $30 mat 
cost of three illustrations. 44 


File Folder Holds 
Silk Screen Samples 


Examples of interesting problems 
solved by silk screen process are 
illustrated and included in a file 
folder being distributed by Su- 
perior Silk Screen, Chicago. 

Of particular interest is the line 
of shelf strips of vinyl, screened in 
one, two or three colors, designed 
to add promotional punch to super- 
market displays. A sample is en- 
closed. 

+ + « for more details circle 1223, page 129 





TIPS ON HANSONTYPES 
Solid-Copper Duplicates 
of Process Originals 
for Publication Molding 
Leading color advertisers and 
national publications 
recognize the high quality of 
Hansontypes ... are regular 
users of Hansontypes. Tips 


On Hansontypes gives you 
basic information on this 


fast, money-saving method of 
duplicating process originals. 


Free upon request. Write. 


HANSON COMPANY 


9th and Sansom Sts., Phila. 7 WAlnut 2-5567 
” 


‘- 
The PROGRESS + HANSON + PROGRESSIVE Group 


One of America’s Most Complete 
Graphic Arts Organizations 
Philadelphia + New York + Newark + Lancaster 
Wilmington + Baltimore - Washington - Richmond 


Two-hole 
kit (shown) 


$13.90 


For binding scrapbooks, photo 
albums, presentation § kits, 


records and papers of all types. So 
handy, so easy, so versatile . . . for 
home or office. Just insert pages and 
punch, then pick a colorful binding 
tube from the spin dial base, snap into 
slace. In seconds you have a neat, or- 
derly looking, colorful volume. 
Other models available: 
3-hole kit—$17.90; 4-hole kit—$29.95 
Write for free booklet. 
TAUBER PLASTICS, INC. 
200e Hudson St., N.Y.C., WO 6-3880 
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Printers and designers 
tell their feelings 
about colored papers, 
and what their future 
is likely to be. 


By Betty Aulenbach 
AR Associate Editor 


Colored paper is the stepchild of 
the graphic arts industry. Curiously, 
though it is used to fill a variety 
of needs, it is seldom pressed into 
service in the one area for which 
it is most specially suited: as a 
basic element of design. 

This is the opinion of a group of 
color experts who spend con- 
siderable time researching the 
whole area of colored paper for the 
Dyes & Chemicals Division of E. I. 
du Pont de Nemours & Co. The 
group, composed of printing and ad- 
vertising specialists, graphic de- 
signers and color chemists, is known 
at duPont as the Color Council. 
One of the basic questions they set 
out to answer, when they began 
their project over a year and a half 
ago, was: “How nearly are printers 
and artists taking full advantage of 
the potential of colored printing 
paper?” 

They weren't, the survey re- 
vealed, and the project has now 
switched from asking to acting in 
an attempt to do something about 
it. 


> Du Pont has more than a little 


54 + @iy * December 1959 


interest in seeing that colored pa- 
per comes into its own in the field 
of commercial printing—perhaps 
even more reason than have the 
paper manufacturers themselves. 
The company, through its Dyes & 
Chemicals Division, produces the 
pigments purchased by paper mills 
for the manufacture of colored 
stock. Hence, it is to Du Pont’s ad- 
vantage to see that colored paper 
re-education takes place in the 
minds of printers, artists, admen— 
anyone in a position to influence 
its use. 

Printers have more than a little 
influence in deciding what paper is 
used for a given job. In truly crea- 
tive printing, artists and art direc- 
tors, of course, have even more. 
These are the people from whom 
the division got its information. 

Although the study was con- 
ducted in an objective manner, Du 
Pont had reason, even before it was 
begun, to assume that printers and 
graphic designers were letting many 
design opportunities slip through 
their fingers by snubbing colored 
stock. A preliminary survey had 
already shown this to be true. In 
addition, the increased use of color 
in other fields suggested that in the 
field of colored paper too, lay a 


THE STATUS 


OF COLORED 


PAPER 





ESOPU 


The 
MARTIN CANTINE 
Company, Saugerties, N. Y. 


Specialists in Coated Papers since 1888 


multi color 
with fewer 


impressions 


Cantine’s Esopus Tints Text and Cover 
stocks combine novelty and 
beauty with economy. Along with 
superb halftone printing 
quality, they give the effect of 
two-color printing 

with only one press impression, 
or three colors with 

two impressions. Equally 
printable by both 

letterpress and offset. 


This insert is printed on Cantine’s 
Esopus Tints Text 25x38-80 (160) 
Canary. 


Illustration adapted from painting by 
Hon Chew Hee, Honolulu. 


Plates by Industrial Engraving Co., 
Inc., Easton, Pa. 


Inks by General Printing Ink Co., Div. 
Sun Chemical Corp. 


Printed during the 1959 Graphic Arts 
Exposition on a 21”x28” Original 
Heidelberg two-color cylinder press 
at 3,500-4,000 sheets (7,000-8,000 
impressions) per hour. 


TINTS 


ESOPUS TINTS TEXTS 
Canary, Green, Blue, India, Pink, Peach, Goldenrod 


Basis 23x35 25x38 
70 118 140 
80 160 


ESOPUS TINTS COVER-BRISTOL 
Canary, Green, Blue, India, Pink, Peach 


Basis 20x26 23x29 23x35 26x40 
80 160 205 248 320 





Branches in all principal cities 


~ At color time 


Negatives: Beck Engraving Co 
Philadelphia 


Plates: Vitaplate by Imperial Type 
Metal Co 


Dow-etched with VitasolV on Master 
Etching Machine 


Printed during the 1959 Graphic Arts 
Exposition on a 21” x 28” Original 
Heidelberg two-color cylinder press 
at 3,500-4,000 sheets (7,000-8,000 
impressions) per hour 


Get multi-color effects with only two printing inks! 


This wheel has been printed on Cantine’s 
Esopus Tints Canary with General Printing 
Ink’s fast-drying Split-Sec Red #U-71010 
and Blue #U-71011 to simulate three-color 
process work and achieve four-color effects 
with only two impressions! 

If you want to know how imagination and 
experience can help you get the most mile- 


age out of your graphic arts dollar- we'll 
be glad to tell you all about our full line of 
GP letterpress, lithographic, gravure and 
BBD flexographic printing inks. Simply call 
or write. 


On the reverse side of this sheet, GPI’s Split-Sec 
Red #U-71009 and Black +ER-3828 were used. 


GENERAL PRINTIN 


Se eens [VISION assem: eee 


Sun Chemical Corporation 


750 Third Avenue, New York 17,N. Y. 





large—though relatively untapped— 
tiarket. 


> Basically, what Du Pont’s council 
found out was that, while 98% of 
printers polled had used colored 
stock to some extent, many of that 
98% used it most sparingly and 
they might be overlooking in- 
creased business by failing to pro- 
mote it more extensively. More 
specifically, here is a breakdown on 
some of the council’s findings: 


© Only 7% of all printers con- 
tacted said that colored stock ac- 
counted for more than half of their 
paper requirements. Another 29% 
estimated its usage at 26%% to 
50% of total paper requirements; 
and 12% said colored stock ac- 
counted for 21% to 25% of their 
total. At the other end of the scale, 
21% of the printers estimated their 
colored stock requirements at 5% 
or less of total paper usage. (The 
remainder, of course, ran some- 
where between 6% and 20%.) 


© Yet 84% of this same group 
agreed that colored stock enables 
a printer to improve the attractive- 
ness of a piece without greatly in- 
creasing its cost. 


> Further questioning revealed that 
printers, in general, have ample op- 
portunity to suggest use of colored 
paper to customers in the course 
of a year. But they were not doing 
it. Typical reasons, picked at ran- 
dom, ran like this: 


e “Black-and-white photographs 
don’t look as good on _ colored 
stock.” 


e “Customers are often disap- 
pointed at the way inks show up 
on colored stock.” 


e “It is more difficult to match an 
engraver’s proof on colored stock.” 


e “From a printer’s point of view, 
colored ink gives better results 
than colored stock.” 


The reasons given ran on and 
on, but they could be readily re- 
duced to a few common denomina- 
tors—habit, misinformation, lack of 
self-confidence in working in a 
little-tried area, a real lack of tech- 
nical information. 


> However, when Du Pont presented 
the printers with actual samples of 
effective printing on colored stock, 
many were pleasantly surprised 
with the results. 

Among the artists and art direc- 
tors, answers ran more or less in 
the same direction, although mo- 
tivations, of course, were somewhat 
different. Here, 83% of the re- 


spondents saw real benefit (in both 
eye appeal and economy) in using 
colored paper—either with or in 
place of—colored ink in preparing 
sales promotion material. 

However, 56% admitted they use 
it in less than 30% of the pieces they 
design. Even this figure, Du Pont 
guesses, is misleadingly high, since 
much of this 30% probably per- 
tains to using colored paper for 
cover stock—one area in which its 
use has long been a tradition. 

Their reasons for avoiding colored 
paper ran heavily to matters of 
habit and preference. Technical lim- 
itations (real or imagined) were 
given as a lesser, but still im- 
portant, reason. Naturally, the ar- 


tists were somewhat less bothered 


fhan the printers by technical lim- 
itations. Reproducing the design in 
quantity was not their own im- 
mediate problem. 

Another interesting fact emerg- 
ing from the interviews was that 
neither artists nor printers were 
alone in their tendency to treat 
colored stock as a stepchild. Some- 
times the printers justified their 
own indifference by the fact that 
paper merchants were not pushing 
their colored stock. They indicated 
that they are “exposed” to new ap- 
plications of colored paper but not 
“encouraged” to use it—32% said 
that the paper merchants’ salesmen 
never show new applications of col- 
ored paper; 42% said they are 
never encouraged by the salesmen 
to make greater use of it. 


> What has Du Pont done with the 
information thus gleaned? Finding 
out which way the wind was blow- 
ing was only the first step. Step 
two, which is still going on, is a 
multi-pronged effort. 

Much of the survey (which was 
actually much more detailed than is 
reported here) was concerned with 
how colored paper is used where 
printers and artists do employ it. 
Aside from its purely functional use 
for business forms and its tradi- 


My engraving business wasn’t mak- 
ing money, so | did. 


tional use for covers and inserts, the 
Du Pont group decided that when 
colored stock is employed elsewhere 
—such as in sales promotion litera- 
ture and collateral material—it is 
generally introduced as an after- 
thought. 

The basic page design is con- 
ceived on white, drawn on white, 
thought of on white. Then, as a last 
step, colored paper is tossed into 
the process in an attempt to “salt 
the soup” rather than as a basic in- 
gredient in its preparation. 

One thing the division did was 
to report. its survey findings in a 
comprehensive 66-page brochure 
which the company is passing on to 
its paper mill customers. But fer- 
reting out and reporting on mar- 
ket opinion was only one phase of 
the program. Technical investiga- 
tions, too, were involved. 


>In the company’s Philadelphia 
printing plant representatives of the 
Color Council took over the shop 
one day and asked pressmen, who 
had been running a four-color job 
on white paper, to run it over on 
blue stock. Then they ordered a 
re-run on green, later on gray. By 
the time they had worked up to 
jet black there was considerable 
fear among the pressmen that in- 
sanity had broken out in the shop. 
Similar experiments have since 
been carried on with a wide variety 
of printing jobs, changing only the 
color of the paper and making no 
compensating adjustments of the 
press itself. 

As a result of this phase of the 
project, the division has been able 
to arm its customers with a truly 
valuable technical tool—a sort of 
“primer on colored paper.” En- 
titled “Color on Colored Paper/Cri- 
teria.” It is composed of seven 81x 
16” sheets—one white, the others 
in primary and secondary colors. 
Each sheet is an exact duplicate of 
the others, except that the color of 


the paper is changed. Each sheet 
contains: 


© A color wheel in twelve tones, 
including the four primary colors 
plus mixtures of each. 


e A series of color blocks contain- 
ing both solid and screened ver- 
sions of red, yellow, blue and black. 


® Solid colors overprinted both 
with other solid colors and with 
black screens. 


© Duotones in four colors, plus a 
black halftone. 


@ Reverse printing on four colors. 


e Printed specimens in both black 
and solid colors. 
+++. continued on page 60 
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TO GET THE JOB 
| NEED THE STOCK 
BY 4:30 


This printer can relax. He'll get his paper on time —on 
the regular afternoon delivery from his Hammermill 
Merchant’s warehouse. 


Turning rush orders into routine deliveries is your 
Hammermill Merchant’s specialty. It’s part of his job to 
answer emergencies quickly and conscientiously by having 
an adequate stock. When you order from him, you get good 
service — and stay out of the warehouse business and avoid 
overstocking headaches. 


Next time call your Hammermill Merchant. He’s listed 
on the following page. 


MMERM? 
WD ADERS <6 


Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service...call your Hammermill Merchant 
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WHEN YOU NEED PAPER IN A HURRY— 
CALL YOUR HAMMERMILL MERCHANT 


ALABAMA 
.. Strickland Paper Co., Inc. 
Weaver Paper Co. 
ARIZONA 
Zellerbach Paper Co. 
ARKANSAS 
Little Rock .. Western Newspaper Union 
CALIFORNIA 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
COLORADO 
Carpenter Paper Company 
Carpenter Paper Company 
CONNECTICUT 
Hartford .... Henry Lindenmeyr & Sons 
Hartford .. Green & Low Paper Co., Inc. 
Hartford ... Carter Rice Storrs & Bement 
New Haven, Carter Rice Storrs & Bement 
DISTRICT OF COLUMBIA 
Washington ... R. P. Andrews Paper Co. 
FLORIDA 
... Virginia Paper Co., Inc. 
E. C. Palmer & Company 
E. C. Palmer & Company 
GEORGIA 
ATARE .. 50.c5e:0 S. P. Richards Paper Co. 
Atlanta, Wyant and Sons Paper Company 
HAWAII 
Honolulu, Honolulu Paper Company, Ltd. 
IDAHO 
Zellerbach Paper Co. 
ILLINOIS 
Champaign, Cresent Paper Co., Illinois Div. 
Chicago Bradner Smith & Co. 
Chicago Carpenter Paper Company 
Chicago Chicago Paper Co. 
Decatur .. The Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Co. 
Springfield .. The Capital City Paper Co. 
INDIANA 
Evansville .. The Diem & Wing Paper Co. 
Fort Wayne Butler Paper Co., Inc. 
Indianapolis Crescent Paper Co. 
IOWA 
Carpenter Paper Company 
Western Newspaper Union 
Carpenter Paper Company 
Western Newspaper Union 
KANSAS 
Topeka Carpenter Paper Company 
IN as - Hamma Midwestern Paper Co. 
Wichita Western Newspaper Union 
KENTUCKY 
Southeastern Paper Co., Inc. 
LOUISIANA 
New Orleans .. E. C. Palmer & Company 
Shreveport ... Western Newspaper Union 
MAINE 
Portland .... C. M. Rice Paper Company 


MARYLAND 
Baltimore .... The Baxter Paper Co., Inc. 
Baltimore .. Baltimore-Warner Paper Co. 
Hagerstown ... Antietam Paper Co., Inc. 

MASSACHUSETTS 

Carter Rice Storrs & Bement 
Boston, Cook-Vivian-Lindenmeyr Co., Inc. 
Springfield . . Carter Rice Storrs & Bement 
Worcester .. Carter Rice Storrs & Bement 


Birmingham 
Montgomery 


Phoenix 


Los Angeles 
Oakland 
Sacramento 
San Diego 
San Francisco 
San Jose 
Stockton 


Pueblo 


Jacksonville . 
Miami 
Tampa 


Des Moines .. 
Des Moines .. 
Sioux City ... 
Sioux City ... 


Louisville .. 


MICHIGAN 
Detroit Beecher, Peck & Lewis 
Flint Beecher, Peck & Lewis 
Grand Rapids, Carpenter Paper Company 
Lansing The Dudley Paper Co. 
Saginaw The Dudley Paper Co. 
MINNESOTA 
Carpenter Paper Company 
Minneapolis .. Carpenter Paper Company 
Minneapolis ............. Leslie Paper 
Saint Paul Leslie Paper 
MISSISSIPPI 
Jackson Paper Company 
Newell Paper Company 
MISSOURI 
Kansas City .. Carpenter Paper Company 
Kansas City Midwestern Paper Co. 
Saint Louis ..... Beacon Paper Company 
Saint Louis ..... Tobey Fine Papers, Inc. 
Springfield ....... Springfield Paper Co. 
MONTANA 
BE faces Carpenter Paper Company 
Great Falls Leslie Paper 
NEBRASKA 
Carpenter Paper Company 
Western Newspaper Union 
Carpenter Paper Company 
Western Paper Company 
NEVADA 
Zellerbach Paper Co. 
NEW HAMPSHIRE 
C. M. Rice Paper Co. 
NEW JERSEY 
Henry Lindenmeyr & Sons 
NEW MEXICO 
Albuquerque, Carpenter Paper Company 
NEW YORK 
Hudson Valley Paper Co. 
Buffalo The Alling & Cory Co. 
Buffalo Hubbs & Howe Co. 
Long Island City, Henry Lindenmeyr & Sons 
New York .. The Alling & Cory Company 
Milier & Wright Paper Company 
New York Beekman Paper Co., Inc. 
New York .. Bulkley, Dunton & Co., Inc. 
New York .. Green & Low Paper Co.., Inc. 
New York, Linde-Lathrop Paper Company 
New York Reinhold-Gould Inc. 
New York, Union Card & Paper Co., Inc. 
Rochester The Alling & Cory Co. 
Syracuse The Alling & Cory Co. 
Troy Paper Corporation 
The Alling & Cory Co. 
NORTH CAROLINA 
Charlotte Caskie Paper Co.., Inc. 
Raleigh .. Epes-Fitzgerald Paper Co., Inc. 
NORTH DAKOTA 


Lincoln 
Lincoln 


Leslie Paper 
Western Newspaper Union 
OHIO 
The Alling & Cory Co. 
.. The Diem & Wing Paper Co. 
The Alling & Cory Co. 
Cleveland The Petrequin Paper Co. 
Columbus .. The Central Ohio Paper Co. 
Dayton, The Jack Walkup Paper Co., Inc. 
Toledo The Central Ohio Paper Co. 
OKLAHOMA 
Oklahoma City, Carpenter Paper Company 
Oklahoma City, Western Newspaper Union 
Tulsa Tayloe Paper Company 
Tulsa Western Newspaper Union 
OREGON 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
PENNSYLVANIA 
Allentown ... Lehigh Valley Paper Corp. 
ExiC 4.000000 Daka Paper Company 


Cincinnati 
Cleveland 


Eugene 
Portland 


Durico Paper Company 
The Alling & Cory Co. 
Philadelphia Paper Merchants, Inc. 
Philadelphia .. The Thomas W. Price Co. 
Philadelphia, The J.L.N.Smythe Company 
Philadelphia D. L. Ward Co. 
Pittsburgh The Alling & Cory Co. 
Scranton Megargee Brothers, Inc. 
York, Andrews Paper House of York, Inc. 
RHODE ISLAND 
Providence . . Carter Rice Storrs & Bement 
Providence, Cook-Vivian-Lindenmeyr Co. 
SOUTH CAROLINA 
Columbia, Epes-Fitzgerald Paper Co., Inc. 
SOUTH DAKOTA 
et FOE 6. aieoen sees Leslie Paper 
TENNESSEE 
Chattanooga .. Southern Paper Company 
Knoxville, Southern Paper Company, Inc. 
Memphis ....... Tayloe Paper Company 
Memphis .... Western Newspaper Union 
Nashville Clements Paper Company 
TEXAS 
Amarillo .... Carpenter Paper Company 
Austin Carpenter Paper Company 
EROUG Ss i've: Carpenter Paper Company 
RII fio om 58 E. C. Palmer & Company 
El Paso Carpenter Paper Company 
Fort Worth .. Carpenter Paper Company 
Harlingen ... Carpenter Paper Company 
Houston Carpenter Paper Company 
Houston E. C. Palmer & Company 
Lubbock Carpenter Paper Company 
San Antonio . . Carpenter Paper Company 
UTAH 
Salt Lake City, Carpenter Paper Company 
Salt Lake City, Western Newspaper Union 
Salt Lake City Zellerbach Paper Co. 
VIRGINIA 
Lynchburg Caskie Paper Co., Inc. 
Norfolk . . Epes-Fitzgerald Paper Co., Inc. 
Richmond, Epes-Fitzgerald Paper Co., Inc. 
Richmond .... Richmond Paper Co., Inc. 
WASHINGTON 
Seattle Zellerbach Paper Co. 
Spokane Zellerbach Paper Co. 
BE <n ss cnt one Standard Paper Co. 
Walla Walla Zellerbach Paper Co. 
WEST VIRGINIA 
Charleston Copco Papers, Inc. 
Clarksburg .... R. D. Wilson—Sons & Co. 

WISCONSIN 
.. The Bouer Paper Company 


Harrisburg 


Milwaukee 


“4:15 and everything is here. My Ham- 
mermill Merchant came through again.” 
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With this primer as a working 
guide, the printer or designer can 
predict in advance, with some de- 
gree of certainty how almost any 
conceivable printed element will 
look when reproduced on white, 
red, yellow, orange, green, blue or 
orchid paper. 

The primer is being distributed 
to customers, together with a va- 
riety of typical printed pieces utiliz- 
ing colored stock. 


> In addition, the Dyes & Chemicals 
Division is further pioneering 
through an advertising campaign in 
graphic design magazines. These 
are illustrated inserts on colored 


Letterpress and Offset. . 


New Samples Feature 
Outstanding Papers 


New sample books and sample 
swatches of outstanding offset and 
letterpress papers include the fol- 
lowing: 


Enamel A 
and Coated 


swatch book 
produced by Mead 
Papers, Dayton, 
Ohio, samples the company’s num- 
ber one coated grade for letterpress 
printing: Black & White letterpress 
enamel and coated cover. 

In addition to sampling the com- 
plete range of weights available in 
this text and cover grade, the book- 
let includes examples of both full- 
color process and black-and-white 
halftone printing. The letterpress 
enamel is available in 70, 80, 100 
and 120 lbs. Old Ivory letterpress 
enamel, a cream colored version of 
the same stock, comes in 80 lb. 
only. The coated cover comes in 60 
and 80 lb. weights. The booklet is 
available from Mead. 

+ « + for more details circle 1209, page 129 


Felt Finish 
Cortiea 


Cortlea, a soft tex- 
tured, felt finish 
text and cover 
stock by Mohawk Paper Mills, 
Cohoes, N. Y., is sampled in a 
folder printed on Cortlea 80 lb. 
white text. 

This stock comes in natural white 
and seven colors in both the text 
and cover weights. The sample is 
available upon request. 

+ « « for more details circle 1210, page 129 


Bright, White 
Shenandoah 


A sample of Shen- 
andoah text, a 
brilliant white 
stock, printed in four-color lithog- 
raphy, will be sent by Standard Pa- 
per Manufacturing Co., Richmond, 
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paper. Each illustration is created 
by a leading national designer and 
each displays a graphic design em- 
ploying colored paper as an in- 
herent part of that design. 

Through marketing seminars, 
trade shows—even through ordi- 
nary sales calls—Du Pont is carry- 
ing its project deeper and deeper 
into the field. 

The council’s periodical, Design/ 
Colored Paper, is also taking up 
the problem of making colored pa- 
per a vehicle for truly effective de- 
sign. It is available to printers and 
designers who request it on their 
letterheads from Color Council, Du 
Pont Co., Wilmington 98, Del. 44 


Va. Shenandoah comes in text, cov- 
er and bristol weights. In text 
weights, it is available with a peb- 
bletone embossed finish. The folder 
includes a list of weights and other 
specifications. 

+ « « for more details circle 1211, page 129 


Twin-Sided 
Antique 


Curtis Paper Co., 
Newark, Del., of- 
fers a sample fold- 
er of its Curtis Fluoro-Antique, a 
stock with an antique finish which 
comes in assorted text and cover 
weights. 

An outstanding feature of this 
stock is that both sides of the paper 
are exactly alike, hence the stock 
prints equally well on either side. 
The folder is printed with a four- 
color illustration of a sea scene to 
exhibit its reproduction capabilities. 
A list of Curtis paper merchants is 
also included. 


+ « « for more details circle 1212, page 129 


Offers ‘No-Curl’ Label 
Paper Sample Booklet 


A new sample booklet of Eleet 
“Dot-Gummed” label papers is 
available upon request from the Fine 
Paper Division, Ludlow Papers, 
Ware, Mass. Eleet is a new line of 
gummed label papers which, ac- 
cording to the manufacturer, will 
not curl or block despite wide vari- 
ations in temperature and humidity. 

A special “dot-gumming” glue 
process allows the paper surface 
and the gum surface to expand and 
contract independently so that the 
paper remains flat both in storage 
and in printing. 

Included in the Eleet line are 45 
lb. and 50 lb. English finish, a 50 lb. 
super, a 60 Ib. coated-one-side litho, 
a 60 Ib. cast coated and a variety of 
beater-dyed colored mediums. 


« « « for more details circle 1213, page 129 


Booklet Describes Two 
New Photocopy Units 


The two newest and most ad- 
vanced members of the Transcopy 
Photocopier line are described in a 
booklet available from the manu- 
facturer, Remington Rand Division, 
Sperry Rand Corp., New York. 

Both models—the 9%” wide 
Transcopy Star and the 15” wide 
Transcopy Mercury—are designed 
for point-of-use operation, even un- 
der bright lighting. Said to copy any 
type of original material at high 
speed, both are compact, table top 
units designed for simple operation. 
One dial turns the unit on and ad- 
justs for the correct exposure. 

- » » for more details circle 1214, page 129 


Device Cuts Letterheads 
On Mimeograph Stencil 


The costly practice of running off 
mimeograph work on expensive let- 
terhead paper can be eliminated by 
means of a new letterhead die im- 
pressor which makes it possible to 
reproduce letterhead impressions 
right on the mimeograph stencil. 
The mimeograph job, complete with 
letterhead, can then be run off in 
one simple, low cost operation. 

Manufactured by Print-O-Matic 
Co., Chicago, the device consists of 
a photoengraved etching of any de- 
sired letterhead design in hard tool 
steel, and a special pulsating roller 
die impressor. The unit is said to 
give a perfect reproduction even 
when used by an inexperienced op- 
erator. 


The base of the impressor con- 
sists of the die plate. The stencil is 
positioned over it and a knob is 
turned to roll the pulsating impres- 
sion roller across the plate. One 
“trip” cuts the impression on the 
stencil, which is then ready for ad- 
ditional cutting in the usual manner. 

The company will send catalog 
sheets, price lists and other detailed 
information upon request. 

+ + « for more details circle 1215, page 129 


Folder Describes Hand 
Cut Printing Plates 
Ti-Pi Co., Kansas City, Mo., of- 
fers a folder describing its ready 
++. continued on page 64 
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Color lurks in the depths of uncut gems quixotic, gratifying task-master head on. Don’t print— 
and chunks of glass; until you’ve talked color printing— 
r ; a . And won... sh Ted , I 8 
Color clamors from sun-struck tree tops . : . . . with johnson. 
™ vets I with color that is acclaimed far and wide J 
and foam-washed shores. : oa : 
ed . ... color that is specified by leading 
Color is everywhere. : ‘ 
companies, and by companies that know 
What you make has color, shows color, 


a better presentation of their products 
reflects color. It looks 


will help to make them leaders. 
best in color, surrounded by color. = , : 
d g The whiter whites, blacker blacks 
Whites turn whiter, blacks become blacker. 


. Ee my) and glowing tones 

Color makes even the invisible visible. , aa 

of color printing by Johnson 
Knowing this, Johnson Printing specialized will paint a brighter sales picture 
in color: met this tough, exasperating, for you. 


JOHNSON PRINTING, INC. 


ae a . ‘ 445 North Lake Shore Drive, Chicago 11, MOhawk 4-7860 
Better Printing Through Quality Control Minneapolis Telephone: TAylor 4-3298 


2219 Galloway Street, Eau Claire, Wisconsin Emple 2-6692 





PAPERS BUILT TO DO TOUGH JOBS WELL 


Gilbert Ledger and Index papers are exceptionally rugged and they take printing, ruling or writing beau- 
tifully. © The strength of these papers and their good looks come from the carefully selected new cotton fibres 
used in their manufacture. Another important factor, they are produced on “Valley Queen” . America’s 
newest and finest paper machine . . . with the most exacting automatic controls to produce outstanding 
quality . . . exceptional uniformity. * You have a wide choice of colors, grades and weights from which to 
select. Also, you can have the grain either direction. This means you can always provide for stand-up cards 


having the grain running the proper way—up and down—regardless of the dimensions of the cards. ¢ For 


forms ... parts lists . . . price lists . . . credit cards . . . punch cards. . . advertising pieces or any other 


specific application requiring stamina, use Gilbert Quality Cotton Fibre Ledger or Index papers. 


Write for Samples and Complete Information. GILBERT PAPER COMPANY + MENASHA, WISCONSIN 


GILBERT COTTON FIBRE 
LEDGER 
and INDEX 
PAPERS 
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A TECHNIQUE FOR 


Where do the moneymaking ideas 
come from—those ideas which make 
successful novels, radio and tele- 
vision programs, moving pictures, 
sales campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life, 

In the simplest and clearest of 
language Mr, Young has succeeded 
in describing the way the mind 


Advertising Requirements 
200 E. Illinois St., 


INEXPENSIVE/ ECONOMICAL/USE 
ANY MEDIUM/CONSISTENT/1-2- 
3-4 PLY/ UNIFORM /SENSIBLE 
TOUGH /DURABLE/L 


bienfang 


+ paper co., inc. 
metuchen, n.}. 


TTS TERRIFIC! TRY IT! 


PRODUCING IDEAS 


works in all creative people. He 
gives you the for:aula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced.” 

Enthusiastically endorsed by sales 
managers, editors, college professors 
and students, poets, advertising men, 
salesmen and business executives 
who have read it. Send for your 
copy of A TECHNIQUE FOR PRO- 
DUCING IDEAS now. Only $1.25 
postpaid. 


Please send me on 10-day money-back guarantee 


“A Technique for Producing Ideas.” 
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mounted plastic printing plate ma- 
terial for making “do-it-yourself” 
hand cut engravings. The material 
comes with a plain surface and with 
six screen patterns with assorted 
dot and line designs. 

The plates, which come with 
synthetic rubber face as well as 
resilient plastic, are available in 
sizes from 542x814” to 18x24”. Ti-Pi 
also manufacturers the engraving 
tools used with the plastic material. 
The tools can be furnished indi- 
vidually or in a handy plate maker’s 
kit. 

Ti-Pi recommends its plastic plate 
material for trade and art school 
classes as well as for use by print- 
ers, artists and engravers. 

+ « for more details circle 1216, page 129 


Thought Starter Kit 
Offers Unusual Designs 


A portfolio of “thought-starters” 
issued by American Writing Paper 
Corp., Holyoke, Mass., offers a num- 
ber of design possibilities for plan- 
ning direct mail pieces and related 
literature. 

The samples—all from actual 
printing jobs—are printed on Amer- 
ican Writing Paper Corp.’s Eagle-A 
Quality text and cover stock, a grade 
recommended for both offset and 
letterpress printing. 

Eagle-A papers are available in 
two whites and six colors—Brite 
white, Arctic white, India, green, 
yellow, gray, pink and blue. They 
are now being introduced in a new 
cover weight in white and matching 
colors. Brite white, a white with 
improved brightness and opacity, is 
also a recent addition to the line. 

- . for more details circle 1217, page 129 


New Unit Extends Range 
Of Table Model Folders 


A new table model folding ma- 
chine capable of handling sheets as 
large as 17x22” at speeds up to 9,000 
per hour has been announced by 
Challenge Machinery Co., Grand 
Haven, Mich. This is the first time 
a portable machine of this capacity 
has been made available, according 
to the manufacturer. 

The new unit, called the Chal- 
lenge Fold-Master Model FH-6, 
handles single or double parallel 
folds on sheets from 4x5” to the 
17x22” size. It has two scoring 
wheels for right angle scoring. Folds 
as small as 114” can be handled on 
the machine. Adjustment from sin- 
gle to double parallel folding is 
made by a simple flip of a lever. 44 





On Location . . 


A WESTERN 
WITH A 
MADISON 
AVENUE 
PITCH 


. Producer Shamus Culhane gives some sugges- 


tions to Salome Jens, lovely star of the full-color production. 


‘*Showdown at Ulcer Gulch,’’ the 
Saturday Evening Post produc- 
tion, devotes only five minutes 
to the sales pitch, but everybody 
listens. 


By Allen Sommers 


Saturday Evening Post space 
salesmen — and many advertisers 
and agency men—are having a 
grand time laughing at them- 
selves these days. Reason for this 
mirth is a new Post film, “Show- 
down at Ulcer Gulch,” which was 
conceived and designed for fun. 

Yet this motion picture, which 
fleetingly catches glimpses of many 
greats in the film and entertainment 
world, is presenting an “influential” 
case for the Curtis publication, 
which only recently set a new high 
in circulation figures. 

The film, subtitled “An Adult 
Eastern,” with an anonymous West- 
ern locale among “bandits, rustlers 
and guys from TV Guide,” is ac- 
tually part of the promotion cam- 
paign launched by the Post’s con- 
tinuing study on the influential man 
—namely, the Post reader. 


>» The idea for the movie originated 
over a year ago with Peter E. 
Schruth, Post vice president and 
advertising director. 

His original conception was a film 
which would explain “ad page ex- 
posure,” as developed by research- 


er Alfred Politz. As the idea pro- 
gressed, it was decided that the 
movie’s principal function would be 
to sell Ad Page Exposure, and also 
explain it. Further, it was planned 
for the movie to follow by several 
months the introduction of the 
Politz research in May of 1958. 

Mr. Schruth called on the Post’s 
editorial promotion manager, Rob- 
ert F. Hills, to formulate the basic 
plan. 

After deliberating overnight, Mr. 
Hills came up with the suggestion 
that the film be a Hazel cartoon, 
light and entertaining while carry- 


ing the message. He consulted with 
artist Ted Key, who draws “Hazel” 
for the Post. Key then thought it 
would be a good idea to do a satire 
on a Western, with Hazel introduc- 
ing the film. 

“We were looking for an artistic 
tour de force to tell the story of Ad 
Page Exposure,” said Mr. Hills. “We 
wanted something different that 
would tell the magazine’s story in a 
new way and present the new Politz 
research.” 


> It was about this time that 
Shamus Culhane, of the studios 


(MF THE COLOSSAL, GARGANTUAN, SPECTACULAR WORLD PREMIERE OF 


RESERVED SEAT 


‘The Great Mr. ORSON BEAN 


the Scintillating MISS SALOME JENS 


And certain other Friends of 


THE SATURDAY EVENING POST 


"SHOWDOWN AT 
ULCER GULCH" 


A Shamus Culhane production in Glorious, Breathtaking Color. 


Fancy Invitation . 


. . This folder, 10x6%"’, printed in brown ink on a lighter brown 


duplex cover stock, was the same for all cities. Space was left on the inside for the 


local time and place to be filled in. 
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MANY JOBS BETTER 
WITH FILM 


Selling 
Sales Training 
Recruiting 
Service 
Public Relations 


MOTION PICTURES 
SsuDErums 


We provide creative script develop- 
ment and writing; production of 
both picture and sound under imag- 
inative directors, on location and in 
our studios. To learn how we may 
serve you... WRITE OR TELEPHONE 


JOHN COLBURN 
ASSOCIATES, INC. 


1122 CENTRAL AVE., WILMETTE, ILL. 
Tel. Alpine | -8520 * Chicago: BRoadway 3-2310 


You Get Things Done With 


Boardmaster Visual Control 
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& Gives Picture of Y Operation 
Spottignted by — 3 os 
*% Facts at a glance — Saves Time, Saves 


— Type or Write on 
Traffic, Inventory, 


- Compact and Attractive. 
Over 400,000 in Use 


Complete price $4.9 including cards 


24-PAGE BOOKLET NO. R-300 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 
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bearing his name (he shot the fa- 
mous epilog to “Around the World 
in 80 Days”), came in with a pres- 
entation which led to the employ- 
ment of that firm to produce the 
film. Script writers sat down with 
Ted Key and other Post people. 
Scripts were drafted, redrafted, cut, 
expanded and revised. Yet—in all 
of this—the basic idea remained the 
same. 

But instead of a serious approach, 
the film would spoof advertising and 
would show that the Post is a maga- 
zine that can laugh at itself. Ted 
Key’s idea of a Western introduced 
by Hazel was approved. It would 
be fast, humorous and limit hard 
sell to only five out of 23 minutes. 
In that period the motion picture 
would sell Ad Page Exposure, Post 
Influential, and even circulation. 

The Post now has 31 prints of this 
color film in its 12 branch offices. 
It has been introduced in the major 
markets and is being shown fre- 
quently. 


> At the premiere in New York 
City, the Post made up Western- 
style playbills for posting around 
the room. Invitations were printed 
offset in the same style, designed by 
Bruno Mease Art Studios. Philadel- 
phia. All the printing and final art 
were produced by Curtis’ own Pro- 
motion Production Division. 

The Chicago premiere is consid- 
ered a model of how this unique 
film can be shown. F. H. Lamb, of 
the Post’s Chicago office, hired a 
theatrical set and transformed their 
large conference room into the 
“Eyeshade Saloon.” Stills from the 
movie lined the walls from the re- 
ception room into the “saloon.” The 
order department was used as the 
“Uleer Gulch Little Theater” for 
showing the film. Along with three 
days of showing (eight different 
showings), refreshments were 
served a la free lunch counter and 
cocktails and hors d’oeuvres for late 
afternoon meetings. 


> Showings are being confined 
throughout the country to individ- 
ual groups. Conversation is en- 
couraged before showing, and re- 
freshments later . . . . all designed to 
encourage conversation so that Post 
salesmen can answer questions. 

At all of these meetings, Post 
salesmen first read an “Introduc- 
tion for ‘Showdown at Ulcer 
Gulch’.” These have been prepared 
on cards at the Post home office 
and are distributed to all branch 
offices. 


> Production of “Showdown . .” 
provided some problems. Actual 
shooting took place the week of 


Bit Players . . . Two unidentified actors 
demonstrate the power of influence. As 
they pass each other, each changes the 
position of his umbrella from up to down 
or vice versa. 


July 7 at West Coast studios. (The 
set go so hot at one time that a 
warning bell brought the fire de- 
partment). Appearing through the 
efforts of Post editor Pete Martin 
are the “Cameo Players”: Bing 
Crosby and Bob Hope, Ernie Ko- 
vacs and Edie Adams, and Groucho 
and Chico Marx. 

The Crosby and Hope sequence 
and the Kovacs-Adams bit were 
shot later—on July 28—at a studio 
in Beverly Hills. Certain parts of 
the set were reconstructed for these 
shots. Meanwhile, Groucho was be- 
ing filmed in Westport, Conn., 
where he was appearing in summer 
stock. Final splicing, cutting, etc., 
was completed last September, 
when it was shown to Post space 
salesmen. 

The world premiere took place at 
Toots Shor’s in New York on Nov. 
11. 

Post reps wore cowboy hats, 
string ties and badges, and a swing- 
ing door was installed for the occa- 
sion. 


> The story is built around Lewel- 
lyn P. Throckmorton III (Orson 
Bean), who is sent by his boss to 
Ulcer Gulch, where a series of Post 
salesmen have been shot by a 
mysterious Masked Terror. Throck- 
morton arrives, introduces himself 
as a Post salesman, and is immedi- 
ately suspected of being the Terror 
himself by the town marshal 
(Dwight Marfield). While the Post 
salesman registers at the Y, the 
marshal tells Eyeshade (Gordon 
Clark), owner of the saloon, that 
the Masked Terror is in town. When 
the marshal leaves, Eyeshade, who 
is really the Terror, plots with his 
henchman, Mouse (Phil Cramer), 
to frame Throckmorton. During this 
scene, Eyeshade kicks Zsa Zsa, a 





dog belonging to Bryn Mawr 
(Salome Jens), the saloon hostess. 

Throckmorton is next seen enter- 
ing the saloon carrying the band- 
aged dog, for he has cared for her 
wounds. Bryn Mawr is grateful. 
Mouse plants a Terror mask on 
Throckmorton and the crowd, see- 
ing it pulled from his pocket, is 
about to lynch him. He pleads for 
five minutes to explain, and he is 
given the respite. 

His five minute speech wins over 
the crowd and convinces them he 
is not the Terror (this is the hard 
sell pitch). Eyeshade objects, but 
Bryn Mawr exposes the latter as 
the killer. A duel follows, and 
Throckmorton is shot by Eyeshade. 
The latter is conked by the bar- 
tender. Bryn Mawr finds the fallen 
Throckmorton’s life has been saved 
by his Diner’s Club card. The end- 
ing is happy, as Throckmorton 
writes loads of orders for Post ad 
space. 


> The “hero” of “Showdown at 
Ulcer Gulch” bills himself as “Or- 
son Bean, Harvard ’48, Yale 0.” At 
29, Bean is one of the most versatile 
of young comics around. 

Hazel’s voice is capably handled 
by Bibi Osterwald. Hazel introduces 
the film and comes on briefly to 
sign it off. 44 


Filmstrip with 
Stereo Sound 


Stereophonic sound has come to 
the filmstrip. This new audio tech- 
nique has been introduced by the 
DuKane Corp., St. 
Charles, Ill., in a 
demonstration 
filmstrip, “Adven- 
tures in Slide- 
film.” The 12- 
minute film, in 
color, shows how 
filmstrips are be- 
ing used in edu- 
cation, business, 
industry and religion. Its examples, 
taken from actual production, range 
from an instructional film on how to 
operate a simple office device to a 
dramatic film on selling soap. 

The strip also includes examples 
of various art and photographic 
techniques that can be achieved in 
the medium, plus examples of types 
of narration, background music and 
sound effects. 

While the record accompanying 
the strip can be played on any 
standard projector adapted for auto- 
matic advance of the strip, as is Du- 
Kane’s Micromatic projector, the 
stereophonic nature of the sound 


film 
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a P&A buyer 


is a P&A salesman, for he is well pleased with 
P&A quality, service, and product variety. He 
becomes a salesman by often voicing approval 
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can be obtained only on a special 
projector capable of handling the 
twin track. DuKane has prepared an 
experimental version of its Micro- 
matic, which is not yet generally 
available. 

The filmstrip was produced by 
H. D. Rose Inc., New York. Ar- 
rangements for viewing the strip 
can be made through DuKane’s 
home office or any of its representa- 
tives. 44 


Color Filmstrip Brochure 
Features Visual impact 


A new promotion idea that blends 
the best of direct mail and visual 
impact is seen in the “Sell-O-Vue” 
introduced by the Taylor-Merchant 
Corp., New York. 

The basic ingredient of this mail- 
er is a full-color mounted filmstrip 
and folding viewer that fits in the 
pocket of the wallet-sized mailing 
envelope. The direct mail dimension 
is achieved by binding any number 
of pages up to ten in the center fold 
of the envelope. Over-all size of the 
mailer is 8%4x3%”’. 

The viewer folds flat around the 
mounted filmstrip when inserted in 
the envelope pocket, but is ready 


Sell-O-Vue Mailer . . . a self-contained 
film strip and viewer give visual impact 
to Taylor-Merchant selling brochure. 


for instant viewing use with a built- 
in focusing arrangement for the 
“Sell-On-Sight” presentation. 

The entire unit is manufactured 
and produced by The Taylor-Mer- 
chant Corp., 58 W. 48th St., New 
York 36. 44 


Lowcost Device Provides 
‘Music To Work By’ 


A new FM tuner permitting an 
ordinary office or factory paging 
system to be used as a broadcast- 
ing system has been developed by 


CHART-PAK Transparent Tapes made this 
projectable chart in 12 minutes 15 seconds 


HOW LONG 4) 
WOULD IT TAKE 
YouTO 4m 
DRAW ITP 


. Fansparencies and slides, as well as 


ob cure material underneath. In red, blue, green 


se ne ing guaranteed not to melt. Write for full details or see your Chart-Pak 
dealer. He’s in the Yellow Pages under “Charts-Business.” 


CHART-PAK saves time... saves money! 


CHART-PAK, 


INC. 


512 River Road, Leeds, Mass. 


Granco Products Inc., Long Island. 

The tuner is designed to pick up 
FM broadcasts and transmit them 
with clarity and fidelity. It is priced 
at $19.95. 

Complete information is available 
from Granco Products Inc., Long 
Island City, N. Y. 44 


Lightweight Projector 
Portable and Practical 


A compact, lightweight viewer for 
8mm motion picture film has been 
introduced by Hudson Photographic 
Industries Inc., Croton-On-Hudson, 
N. Y. 

Marketed under the name of “The 
Previewer-8”, the unit weighs less 
than a pound, yet combines the 
functions of projector and screen. 
It can accommodate 44% minutes of 
8mm color or black-and-white mo- 
tion picture film. 

It is molded of high-impact sty- 
rene in two snap-together parts. 
The user can load it in 15 seconds 
and the standard 50-foot film reels 
for the unit can be changed quickly 
by putting the reel on a spindle, 
dropping the film into a slot, and 
attaching it to a take-up reel. 
Framing is automatic and the view- 
ing lens is prefocused. 

Rewind is accomplished at four 
times the speed at which the film 
moves forward, by simply reversing 
the direction of winding. Daylight 
viewing is provided by means of a 
battery-operated internal light 
source. 

The Previewer-8 retails for $12.- 
95. Additional information can be 
obtained by writing Viewer Prod- 
ucts Div., Hudson Photographic In- 
dustries Inc., Croton-On-Hudson, 
N. Y. 44 


Cleaner Stops Squeal, 
Ends Recorder Wows 


A new tape recorder cleaner that 
is guaranteed not to affect plastic 
parts of tape recorders has been 
marketed by Chemtronics Inc. 

The cleaner can be used for clean- 
ing the play-record head, erase 
head, capstan and pressure rollers 
and will keep such recorder woes as 
“wow” and “tape squeal” from de- 
veloping, the maker claims. 

Additional features of the cleaner 
include improved recorder fidelity 
by reducing distortion and non- 
staining of the plastic parts it 
touches. 

Suggested list price of a 2-oz. 
bottle with felt applicator is $1.49. 
Complete details can be obtained 
from Chemtronics Inc., 122 Mont- 
gomery St. Brooklyn. 44 





How to Use 


a Tape Recorder 


im Business 


More and more businessmen are finding the tape recorder 
a useful tool, but few have realized its full potential. 
Here, from a booklet issued by Webcor, are 62 suggestions. 


The tape recorder has become a very important tool 
in American business and industry. It is used in both 
the professions and the trades quite extensively. Its 
uses in business are only limited by the imagination. 
Below are some of its more important applications. 


Authors 


e Authors tape their ideas while the thought is 
fresh. They also tape what is written so that they 
may improve their dialog. 


Distance in Business is Gapped with 
a Tape Recorder 


® Sales meetings can be tape recorded and mailed 
to those who were unable to attend. 

© Job applicants from distant cities can send a tape 
recorded resume to their prospective employes. 

® Invited guests unable to attend a scheduled ban- 
quet can send a recorded message. 


® Salesmen may tape reports for mailing to the 
home office. 


Conventions 


e Tape recorders are a very important part of trade 
exhibits. Most displays utilize a tape recorder to give 
the company’s story. 


e Convention speeches and functions, particularly 


for a trade association, can be tape recorded and 


later distributed to members who are unable to at- 
tend. 


Farming 


e Farmers having problems with crows and other 
birds eating their seeds have used recorded noises 
played through a speaker wired in a scarecrow. 


e Farmers step up live stock production substantial- 


ly by waking the stock at night with recorded ani- 
mal sounds at the feeding trough. 


Labor Saving 


® Monotonous work is eased on assembly lines and 
in offices through the use of continuous music on 
recorded tape. Background music can ideally be 


tape recorded for use in restaurants, cocktail lounges 
and supermarkets. 


e Plant supervisors who normally dislike writing 
reports, can record the information that might be re- 
quired for the benefit of the new shift. 


e With the help of their tape recorder, housewives 
who were once secretaries are now able to work at 
home for local business firms transcribing dictation. 


® Key executives keep up with information pertinent 
to their field by having a summary of news from 


business publications recorded on tape by an as- 
sistant. 


© Branch offices of a major concern keep in touch 
with tape recordings. 


e The tape recorder is an ideal dictating instrument 
for all business men. The new lightweight tape re- 
corders enable business men to carry their tape re- 
corders with them on business trips. 


e@ The tape recorder helps people involved in library 
or laboratory work take notes quicker, thereby sav- 
ing valuable time. 


e Advertising copywriters use tape recorders to help 
them prepare copy for ads. The tape recorder is also 
used to record idea brainstorming sessions. 

© A tape recorder is particularly helpful for con- 
tinuous inventory control, cutting down inventory 
time by at least a third. 


¢ Telephone companies are using tape to supply 
time and weather information. 


® Railroads and other large transportation compa- 
nies are using tape to record reservations. 
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Tape Recorder in Business 


© Lengthy handwritten reports are eliminated 


through the use of a tape recorder, saving valuable 
time. 


® Assembly instructions for complicated machinery 
is often sent out on a tape recording. 

® Drive-in theatres use tape recordings to sell 
candy, popcorn, etc. during intermissions. 


@ Many reporters use tape recorders to take more 
accurate notes. 


® Many corporations use a tape recorder to record 
time and motion study data in plant operations, 
rather than jotting the data down on cards. 


® The expense of long distance phone calls are saved 


by many corporations which correspond with their 
branches through tape recordings. 


Medical 


©® The tape recorder has become an invaluable tool 
for psychologists in keeping case histories. 

@ Exercises recorded on tape are used in physical 
therapy treatments. 


® Tape recordings help entertain hospital shut-ins. 
® Dentists and surgeons find music played on a tape 
recorder relaxes patients and takes their minds off 
the doctor’s work. 

© A special tape recording can be used to talk pa- 
tients to sleep. 

© Doctors use tape recorders to record and study 
the human heartbeat. Cardiac specialists are now 
building a tape file on each of their patients. 

© The tape recorder is used diagnostically to listen 
for rhythmic breathing and heart sounds. 


Preservation of Data 


e All information pertient to company operations 
can be recorded for future reference. 


® Noise tests of machinery are often made with the 
use of tape recorders. 


® Personnel directors find a tape recorder inval- 
uable to record interviews with prospective em- 
ployes. 

© Important events in a company’s history are re- 
corded on tape as a permanent record. 


Public Relations 


® Hotels use tape recorders to interview visiting 
celebrities, then release the recordings to local radio 
stations for broadcast. 


® Tape recorded messages from top company offi- 
cials can be recorded and replayed for the benefit 
of employes in various departments. 

® Attitudes of employes are often captured as a re- 
sult of employe meetings recorded on tape. 

© A tape recorder is often used at discussions be- 
tween union and company representatives. Negotia- 


tions are recorded and later played back in cases of 
controversy. 


Retailing 


@ Automatic turn-on devices often start a tape re- 


corder playing a pre-recorded sales pitch in a retail 
store. 


® Through the use of a tape recorder, gas stations 
are able to push such accessory items as tires, bat- 
teries, grease jobs, etc. 

@ Many retail stores use tape to record phone-in 
orders. 

© Dealers use tape recorders to listen in on store 
shoppers, to catch their comments regarding store 
products and methods of merchandising. 

® Mobile sound trucks used by dealers can use a 


tape recorder to better advantage than traditional 
record players. 


© Retailers offering daily specials record their sale 
prices on tape and play them continuously in the 
store. 

® Many retail displays utilize a tape recorder to de- 
liver a sales message. 

® Some stores invite customers to record their com- 
plaints on a tape recorder. 


Safety 


© Tape recorders activated by foot pressure or other 


turn-on devices warn people of special “No Smok- 
ing” zones, etc. 


Saies 


® Many orders sent in to the home office by sales- 
men on the road are sent in on tape. 

® Sales presentations are often accompanied by tape 
recorded commentary. 

® To disseminate information of advertising and 
promotion campaigns in a hurry, the information is 


often put on tape, duplicated, and copies mailed na- 
tionwide. 


Sales Training 


® Typical sales presentations can be played for 
rainees. Trainees can be asked to analyze sales pres- 
entations and offer criticisms, then record their own 
evaluation. 


® Dynamic speaking voices and self-confidence can 
be developed in sales trainees through the use of a 
tape recorder. 


® Trainee calls on dealers and distributors can be 
recorded for later replay and analysis in the sales 
training room. 


® Salesmen learn faster by recording sales presenta- 
tions on tape. 


® Through the medium of tape recording, lecture 
courses can be given to salesmen in the field, branch 
office managers, sales managers and key personnel 
on subjects pertinent to their duties. 

® Many sales training correspondence schools pro- 
vide a tape recorder as part of the training material. 
e A library of sales talks by the company’s experi- 
enced and outstanding salesmen can be made avail- 
able to new sales trainees. 


Self-Improvement 


® Receptionists and telephone operators can im- 
prove personality by recording their everyday ac- 
tivities for evaluation playback. 

®@ Speeches are more easily memorized with the help 
of a tape recorder. It improves delivery also. 44 





o 
a wt 
— 


ALBERT GOMMI © THE CHAMPION PAPER AND FIBRE CO., 1959 


Ready for high-speed performance no matter how long Taw 
the run, Falcon Enamel by Champion gives quality : 
four-color letterpress reproductions. Standard weights are f- A LC O N 

60, 70 and 80 pounds. Heavier weights for magazine covers 

and other special uses are also available. Designed for the E N A M f a 

varied requirements of the advertiser and publisher, 


it is effectively used for direct mail, catalogs and periodicals. 
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These Merchants Can Supply You With 


FALCON ENAMEL 


ALABAMA 
Birminghom \ 
Mobile. . The Partin Paper Co. 
Montgomery. ....W. H. Atkinson. Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
. Reach Paper Co. 


CALIFORNIA 


Biake, Moffitt & Towne 
los Angeles... . Blake, Moffitt & Towne 
Carpenter Paper Company 
Oakland ... Blake, Moffitt & Towne 
Sacramento... Blake, Moffitt & Towne 
San Francisco... Blake, Moffitt & Towne 
Carpenter Paper Company 
San Jose.... ... Blake, Moffitt & Towne 
Stockton ... Blake, Moffitt & Towne 


COLORADO 
Graham Paper Co. 


CONNECTICUT 


John Carter & Co., Inc. 
New Hoven...........Jehn Carter & Co., Inc. 


DELAWARE 
Wilmington Whiting-Patterson Co., Inc 


DISTRICT OF COLUMBIA 
Washington The Whitaker Paper Co. 


FLORIDA 


Jacksonville The Jacksonville Paper Co. 
Miami. . .. .The Everglade Paper Co. 
SO The Central Paper Co. 
Tallahassee The Capital Paper Co. 

The Tampa Paper Co. 


GEORGIA 


Atlanta. The Whitoker Paper Co. 
Macon... The Macon Paper Co. 
Savannah The Atlantic Paper Co 


IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 


Chicago ... Dwight Brothers Paper Co. 

Parker, Schmidt & Tucker Paper Co. 
Decatur seen Decatur Paper House, Inc. 
Peoria ; Peoria Paper House, Inc. 
Quincy ..lrwin Paper Co. 
Rock Island C. J. Duffey Paper Co. 


INDIANA 


Fort Wayne The Milicraft Paper Co. 
Indianapolis indiana Paper Co., Inc. 


KANSAS 
Wichita Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Co., inc 


MARYLAND 


Boltimore.............Gerrett-Buchanan Co. 
The Whitaker Paper Co. 


MASSACHUSETTS 


Boston John Carter & Co., inc. 
Springfield. . . ip Inc. 
Worcester John Carter & Co., Inc. 


MICHIGAN 


The Whitaker Paper Co. 
Central Michigan Paper Co. 


MINNESOTA 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 


Wertgoame Paper Co. 
Acme Paper Co 


Shaughnessy-K niep-Hawe 
Paper Co. 


MONTANA 


Great Falls 
Missoula Carpenter Paper Co. 


NEW HAMPSHIRE 
Concord John Carter & Co., Inc 


NEW JERSEY 


Central Paper Co. 
TOON, vcvccccccccccvcces Central Paper Co. 


NEW MEXICO 
Albuquerque Carpenter Paper Co. 


NEW YORK 


Albony.............Hudsen Valley Paper Co. 

Binghomton...... Stephens & Co., Inc. 

Buffalo pe teean Hubbs & Howe Co. 

Jamestown. . The Millcraft Paper Co. 

New York City... . ..Porest Paper Co., Inc. 

Milton Paper Co., Inc. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Bulkley, Dunton (Far East) 

J Bulkiey, Dunton S. A. 
Champion Paper Corp., S.A. 
Champion Paper Export Corp. 

Rochester Genesee Valley Paper Co. 


For Export... 


NORTH CAROLINA 


Henley Paper Co. 
"The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 


. .The Millcraft Paper Co. 
Cincinnati .......... The Cincinnati Cordage & 
Paper Co. 

The Whitaker Paper Co. 
Cleveland............The Milleraft Paper Co. 
Columbus Sterling Paper Co. 
Dayton The Cincinnati Cordage & Paper Co. 
Mansfield. ... ; Sterling Paper Co. 
ae The Milicraft Paper Co. 


OKLAHOMA 
Tayloe Paper Company 


OREGON 


Portiand....... Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 


Allentown. . ‘ Kemmerer Paper Co. 
(Division of Garrett-Buchanan Co. ) 
loncoster........ Garrett-Buchanan Co. 

Philadelphia . ’ Garrett-Buchanan Co. 
Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 

Pittsburgh. ....... The Whitaker Paper Co. 

Reading Garrett-Buchanan Co. 


RHODE ISLAND 
Providence John Carter & Co., Inc 


SOUTH CAROLINA 
Columbia Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 
Sioux Falls Sioux Falls Paper Company 


TENNESSEE 


Chattanooga. ... Bond-Sanders Paper Co. 

Knoxville The Cincinnati Cordage & 
Paper Co. 

oP Tayloe Paper Company 

Nashville. ..........Bond-Sanders Paper Co. 


Amarillo ° . 
Austin. ..... Carpenter Paper Co. 
Dallas . Olmsted-Kirk Co. 
El Paso Carpenter Paper Co. 
Ft. Worth Olmsted-Kirk Co. 
Harlingen .Carpenter Paper Co. 
. Southwestern Paper Co. 

Carpenter Paper Co. 

Carpenter Paper Co. 

Waco Olmsted-Kirk Co. 


ee .Carpenter Paper Co. 
Salt Lake City. . American Paper & Supply Co. 
Carpenter Paper Co. 


VIRGINIA 


Norfolk......... Epes-Fitzgerald Paper Co. 
Richmond........... Epes-Fitzgerald Paper Co. 


WASHINGTON 


Seottle............Blake, Moffitt & Towne 
Carpenter Paper Company 
Spokane... Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Tacomo....... Blake, Moffitt & Towne 
Yakima Carpenter Paper Co. 


WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Co 
WISCONSIN 
Milwaukee Dwight Brothers Paper Co. 


CANADA 
Toronto . Blake Paper Limited 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio . . . Canton, N. C.. . 


General Office: Hamilton, Ohio 


. Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





In Arizona’s Foothills . 


. . The buildings still stood, and some 
were ,even habitable, when the ‘’Post’’ bought the town. The 


name was changed to fit the contest, and the new signs on the 
hotel and other buildings are a modern touch. 


how to buy a GHOST TOWN 


It might sound like an easy task to buy an abandoned 
town, in which nobody is living, but ‘‘Saturday 
Evening Post’s’’ Bob Hills ran into trouble. 


Ready for Admen . . . The new owner, 
by the terms of the contest, had to be in 
the advertising business, and so there 
must be a place for luncheon meetings. 


In 1958 The Saturday Evening 
Post turned out an hilarious color 
motion picture called “Showdown at 
Ulcer Gulch,” starring some of the 
biggest names in the movie indus- 
try. (See page 65.) 

The film became a hit in adver- 
tising circles around the country 
last year, resulting in considerable 
interest in the mythical “Ulcer 
Gulch,” ostensibly a typical Wild 
West town. From this success came 
an idea from the Post’s agency and 
its promotion department: why not 
buy a ghost town in Arizona, re- 
name it “Ulcer Gulch” and make it 
the prize in a special promotion con- 
test among advertising agency and 
ad department personnel? 

Of course, the Post had to find a 


ghost town to re-name before it 
could go ahead with the promotion. 


> Meanwhile, the Post’s Robert 
Hills, promotion, was working on 
the annual Post report to the adver- 
tising industry, “The Big Year.” He 
was in Hollywood shooting the Mav- 
erick sequence, when Peter Schruth, 
vice president of the Post, asked 
him to stop in Arizona on his way 
back to Philadelphia and try to buy 
a ghost town. 

Since there are many so-called 
ghost towns in Arizona, on the sur- 
face the undertaking did not appear 
to be complicated. In fact, Mr. Hills 
asked his father-in-law, who lives 
in that part of the country, to do 
some preliminary reconnoitering 
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and then meet him in Phoenix on a 
Thursday. 

Bob Hills’ plan was to make the 
purchase by Friday night and then 
leave for home, to prepare for a 
meeting of branch managers in New 
York early the following week. 

On Thursday morning he landed 
in Phoenix. His father-in-law had a 
list of about 40 towns available to 
look at, but they soon found out that 
the State and Federal governments 
owned 85% of Arizona. This proved 
a problem, as we shall see. 


> One of the first spots he visited 
was a town called Tombstone. He 
was ultimately aiming for a small 
ghost town called Charleston, which 
many years ago was founded by 
Tombstone bad men chased out by 
Wyatt Earp. He found in Tombstone 
a waitress named Pear! Potter, rath- 
er attractive and 35-ish. For $10 she 
agreed to act as his guide and at 
7:30 am they left Tombstone on 
Thursday through the Huachuca 
Mountains and then to the San 
Pedro River. 

While the river was only two feet 
deep, her ancient vehicle could not 
maneuver it. So she took off her 
shoes and stockings and Mr. Hills 
removed his shoes and socks and 
they forded the river. Then they 
passed through “Robbers Roost,” 
actually a lookout for Charleston to 
warn the bad men of a pending raid. 
This had fallen apart, and they 
found Charleston a ghost town that 
“was in worst shape than Rome.” 

They returned late that night, wet, 
weary and footsore. 


> Early on Friday, Bob Hills and 
his father-in-law continued the 
search, this time heading for Glee- 
son, about 20 miles from Phoenix. 
Mr. Hills was really enthusiastic. 
This was perfect. 

Then he ran into the postman and 
found that the State of Arizona 
owned the section of Gleeson the 
Post wanted. The Land Office was 
back in Phoenix, it closed at 5:30 
pm and would not reopen until 
Monday morning. That was too late, 
so they dashed back into Phoenix. 

There, they found red tape. They 
had to advertise for 50 days or so, 
then the State would auction off the 
town, etc. State Representative Chet 
Goldberg, also a real estate agent, 
offered to cooperate. He referred 
Bob Hills to a local attorney who 
supposedly was close to the State 
attorney general. Mr. Hills wined 
and dined the attorney and the at- 
torney’s wife, took them to the dog 
races and hoped that on Monday 
morning he could plunk down the 
money for Gleeson. 

On Monday morning, he found 
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All of the Town .. . Here is the entire 
town, now the property of a lucky New 
York adwoman. 


the attorney general 
budge. 


would not 


> On Saturday, he had heard that a 
woman out some distance might 
want to sell a portion her land, but 
she wanted too much money. Bob 
decided to go out to see the 80-year- 
old woman at a ghost settlement 
called Stanton. The latter, originally 
a gold mining town, was 20 miles 
from Wickenburg, which, in turn, is 
70 miles from Phoenix. 

He and his father-in-law bumped 
along the northern route to Stanton. 
Just before they reached their ob- 
jective they spotted another ghost 
town called Congress Junction. The 
main section of the town had been 
moved about 200 yards away be- 
cause the main highway and the 
railroad had been moved. 

In this ghost town, Bob Hills 
spotted smoke coming out of a 
building and decided to investigate. 
In it was a figure out of Wild Bill 
Hiekok. A silver-maned, broad- 
shouldered hunk of man standing 
well over six feet, without hips and 
wearing moccasins. The effeminate 
voice of the big “Westerner” related 
how he was a LadJolla, Cal., artisi 
who had hoped to establish a waffle 
shop in the remote desert town. 


> On they went to Stanton, set in 
the Weaver Mountains at the be- 
ginning of the Mojave Desert. It 
rains twice a year, and there were 
only four buildings in the “town,” 
ramshackle rotted. He was first 
greeted by a rattlesnake, and there 
on a little knoll was an American 
flag, a U.S. Weather Station, a green 
garden and a home where Miss 
Maurine Sanborn lived. Miss San- 
born was caring for a 90-year-old 
infirm uncle who had brought her 
to the desert many years before 
when she came down with tubercu- 
losis. She was a graduate of the 
University of Minnesota and a ge- 


ologist. She also owned over 100 
acres of the desert land, including 
Stanton. 

He found her walking a ferocious 
Alsatian shepherd dog, and they 
started chatting. It took Mr. Hills 
some time to become accustomed to 
her mode of answering questions. 
She normally came up with an an- 
swer two questions back, so that 
while Bob Hills had asked questions 
number two and three, Miss San- 
born was replying to number one. 

Every time he approached the 
topic of buying Stanton, she’ changed 
the subject, took him on’ a tour of 
the area, showed him an abandoned 
mine filled with rattlers, gave him 
an opportunity to look at Venus 
through her telescope. She kept in- 
sisting that “there’s gold here.” 
Finally exhausted by nightfall, he 
returned to Phoenix and on Sunday 
called Pete Schruth. 


> The decision was to return to 
Stanton with the slogan “Stanton or 
Nothing.” On Monday morning he 
drew a check for five figures on his 
own bank, had Chet Goldberg draw 
up an agreement to sell. He was 
seeking 10 acres of property. 

When he returned to Stanton, 
there was the same snake in the 
road, Miss Sanborn was at the flag- 
pole with the same dog. They 
started talking all over again. At 3 
pm she was relating the town’s his- 
tory, the history of each building 
and the gold strike and where 
founder Bill Stanton had died. At 5 
pm, Bob Hills had been unfed and 
was ready to succumb to an ulcer. 
Soon they heard a funny noise. Miss 
Sanborn ran into the house, came 
out with a shotgun and began 
shooting at a bird she identified as a 
sapsucker. 

“Kills trees,” she said. Bob was 
nonplussed because there wasn’t a 
tree within miles of Stanton. 

Next came the incident of the 
little dog, which accidentally fell off 
the porch, landing rear first on a 
cactus bush. Bob carried the pup 
into the house, where by the light 
of a kerosene lamp he helped pull 
the needles with a tweezer. Miss 
Sanborn then warmed up, offered 
some food, they peeked at Venus 
through the telescope, Mr. Hills 
helped lower the flag and check the 
weather station. 

At 8 pm, they were still chatting 
about everything from writing (he 
explained he wanted the remote lo- 
cation so he could write. She said 
she was a writer also) to birds to 
stars. At 9:30 pm, he was able to 
make a direct pitch. She tried to 
avoid the subject, but in despera- 
tion he dropped the check into her 
lap. She said it wasn’t enough be- 





cause there was gold in the ground. 

“You can keep the mineral rights,” 
he replied, agreeing that if during 
her lifetime gold was mined, she 
would get 50% of the profits. 


> She didn’t want to be bound by an 
agreement to supply water. He 
agreed. She then insisted that while 
she was alive they could sell no al- 
coholic beverages in the saloon. He 
agreed. 

She wanted to acquire all the 
guano as fertilizer. He agreed. At 
11 pm on Monday she signed the 
agreement. Mr. Hills headed for 
Phoenix, turned the agreement and 


check over to Chet Goldberg, called 
Pete Schruth. He was instructed to 
come to New York on Wednesday 
to report to the branch office man- 
agers. On Tuesday he returned to 
Philadelphia, and Wednesday morn- 
ing headed for New York. At 12:15 
pm, at luncheon at the Savoy Plaza 
Hotel, his secretary called. 

Mr. Goldberg had sent through 
the check for payment. Even before 
the check arrived at the bank, his 
personal account had been $25 over- 
drawn. Now it was overdrawn by 
five additional figures. Bob Hills 
called the bank, explained that Cur- 
tis would send over a draft for the 


amount. He then called Mr. Gold- 
berg in Phoenix and explained, ar- 
ranged to send through a new check. 

At 1 pm on Wednesday, he was 
able to announce that he had pur- 
chased Stanton and it would be re- 
named “Ulcer Gulch, Arizona.” He 
even had a map to show the location 
(for which Miss Sanborn insisted 
upon getting a receipt). Included in 
the purchase was Deep Diggins and 
Last Chance Claim. 


> Curtis did some renovating, and 
in mid-September a proud advertis- 
ing woman won the Post contest 
and became the new owner. 44 
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Variety of Ideas. . 


Specialty Show 
Offers New Items 


The items described below were 
all shown at the recent Chicago 
Specialty Show. All are available 
through specialty distributors. 


Printed 
Balloons 


The new Oak Line 
of advertising bal- 
loons is making it 
possible to use, for the first time, al- 
most the entire area for the printed 
design or message. The company 
has prepared a sample kit which 
shows the difference between its 
Over-All printing and the stand- 
ard printing. The kit also includes 
a template showing the available 
areas on each of the balloon shapes. 


- for more details circle 1218, page 129 


Telephone 
Holder 


A convenience for 
the man who uses 
the telephone a lot, 
Shold-a-phone fits on any desk 
phone and permits the speaker to 
use both hands while conducting a 
conversation. There is room for as 
many as four lines of imprinting on 
one or both sides of the device. It 
is made of molded plastic with a 
sponge plastic pad for a firm grip 
on the shoulder. 

Part of the Salesmaker Line, 
prices start at 46¢ for the minimum 
order of 100, drop to 33¢ for larger 
quantities. 

+ . « for more details circle 1219, page 129 


Pencil for A 
Everything 


pencil that 
writes on every- 
thing has been 
added to the Saleswinner line of 
wood-cased pencils. According to its 
manufacturer, this new pencil will 
take and hold a sharp point, and 
will write on china, glass, cello- 
phane, metal, skin and_ glossy 
photographs, as well as the paper 
to which most pencils are limited. 

It comes in white only, and in a 


rouhd shape, with or without eraser. 
+ + + for more details circle 1220, page 129 


Telephone 


This new way of 
Index 


listing family- 
needed _ telephone 
numbers is made of white vinyl, 
and is just the right size fer mailing 
flat in a #10 envelope. An imprint 
in red carries the name and copy 
of the donor. To use, the recipient 
simply pulls the protective paper 
from the back and presses the in- 
dex gently against the wall near the 
telephone. Names and numbers can 
be written on both sides. 


Part of the Hazel Vinyl Line, this 
item, suitable for both home and 
office use, is priced at 24¢ to 17¢, 
depending upon quantity. 

+ «+ for more details circle 1221, page 129 


Ceramic Bound to catch the 
Pen Holder eye, this pen hold- 
er has a base of 

ceramic, six inches in diameter, 
with a large area for your trade- 
mark, logotype or any design you 
may prefer. Part of the World- 
Wide Line, the decoration is a per- 
manent part of the ceramic base. 
+ + + for more details circle 1222, page 129 








NEW PATHS TO PROFIT 


IN PREMIUMS BY JARDIER 


LOW 


CcCOosST— 
Alt UNDER 
$400 


TV BOX SEAT 


Will either of these consumer-tested premium 
items — CuILp’s TV Box SeatT...Toy Box 
— fit your merchandising plans? Their many 
promotional features offer everything neces- 
sary for making sales curves climb. 


LOW AS 52¢ 


Many uses — child's TV seat, toy box, bongo drums, etc. 
Alphabet and numbers on two sides. Other sides carry 
“TV Box Seat” and simulated blackboard on which user 
can write own name. Yellow molded pulp with pebbly 
texture. Red, black and gold trim. Size: 10/2 by 1012 
inches deep. Shipped nested, 12 to a carton, 37 Ib. 


TOY BOX 


LOW AS 61¢ 


Big, tough, lightweight and durable (molded pulp). 
Junior can carry it easily — use it hard. Very 
decorative; yellow pebbly texture finish with red, 
gold and blue trim. Alphabet and numbers appear 
on two sides. Remaining two sides carry “Toy Box" 
identification and clown illustration. 

Size: 13Y%2 by 112 by 11 inches deep. Shipped 
nested, 12 to a carton, 55 Ib. 


Put new pep in your sales program...with premiums by Jardier 


rdier co. 


1979 South Allis Street, Milwaukee 4, Wisconsin 
Manufacturers of ... PROMOTION PROVEN PREMIUMS 
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f 0 please Women 


One of advertising's brightest personalities gives some 
down-to-earth advice on getting the right premium to attract women to 
your offer, ending up with a |3-point checklist 


By Janet Wolff 

Senior Copy Group Head 
and Vice President 

J. Walter Thompson Co. 
New York 


There are two things I’d like to 
say about women. First, a woman is 
not at all like a man. I’m sure no 
one would want to argue the point 
that she is physically different. But 
sometimes we forget that she thinks 
like a woman and her attitudes are 
feminine. Her mental characteristics 
are just as different from a man’s as 
her physical characteristics—only 
not so obvious at first sight. 

Second, she’s changed a lot since 
Eve. She’s not the same woman Eve 
was—she’s not the same woman she 
was ten years ago or even five years 
ago. She’s changed . . . she’s chang- 


This article has been adapted from an 
address delivered before the Premium Ad- 
vertising Conference, New York. spon- 


sored by the Premium Advertising Assn. 


of America. . 
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ing right now. To effectively reach 
her . . . to develop premiums she’ll 
want—we’ve got to know what 
these changes are and change as 
fast as she is—keep up with her 
new needs and desires. 

Let’s turn to today’s woman—see 
what she’s like and how and in 
what way it can effect the purchase 
of premiums. 


> To begin, what are women’s atti- 
tudes about money? Women are 
funny about money—their attitudes 
are contradictory. Women love to 
spend money. To a woman money 
is useful only when usefully spent. 
As the man who'd been antiquing 
with his wife remarked, “It’s amaz- 
ing the things women would rather 
have than money.” 

Now the contradiction is that al- 
though women love to spend money, 
they much, much prefer to get their 
premiums free. They have special 
attitudes about premiums. The pre- 
mium is generally looked upon as a 
bonus. In a survey of 262 house- 


wives made by Nesbitt Associates, 
seven out of every ten women said 
they preferred to collect a greater 
number of coupon or box tops, even 
over a longer period of time, than 
pay the smallest amount of cash. 
This, too, is a contradiction—be- 
cause women ordinarily don’t like 
to save. You may have heard the 
story about the woman who came 
home from shopping loaded with 
bundles and told her surprised hus- 
band, “Look, honey, I’ve hatched 
our nest egg.” But women will save 
when they are saving for some- 
thing specific and concrete—as 
when they save coupons or labels 
or box tops for a specific premium. 


> With this in mind, what appeals 
are effective in getting her money 
on a premium? If she is getting a 
real value, a woman loves a bar- 
gain. But value is more important 
than economy. This has been the 
basis of selling premiums to women 
for years—and continues to be 
highly important. She wants to get 





something good for less. If it is a 
value, the price itself is not so im- 
portant. 

She would rather spend $1 than 
10¢ to get something she thought 
was a value, a saving, worth the 
money. Feminine logic in this area 
of money, and what is considered 
saving, is sometimes difficult to 
comprehend. Coronet defined the 
woman shopper for us: “One who 
returns an article for credit, buys 
something that costs twice as much, 
and figures she has saved half the 
amount.” 

In recent years, women have 
shown a willingness to pay for 
premiums—and pay higher and 
higher prices for premiums—when 
the value and saving were obvious 
and real. This trend seems to be 
increasing and likely will continue 
in the future. In fact, the slightly 
higher-priced premiums seem to 
have more attraction for women 
than lower-priced ones. It almost 
seems as if the value and unig .e- 
ness grow in relation to price. 


> Next, fortunately for all of us who 
sell things, woman has a desire for 
newness .. . for change . . . for 
something better—a desire which 
is never satisfied. She is never hap- 
py with the status quo—as any man 
who has rearranged the living room 
furniture knows. Things as they are, 
no matter how good, must be 
changed. 

This desire for newness is es- 
pecially high today. In fact, it is one 
of woman’s primary motivating 
forces. She wants to learn new 
things, try out new things. She is 
ready and willing to change, to give 
new things a chance. The only limits 
are the bounds of conformity—a 
great departure from _ established 
behavior has to be taken slowly. 

This feminine desire of newness 
is to our advantage. It means that 
we can be more adventurous, more 
imaginative without as much risk. 
We can offer new and different 
premiums and stand a good chance 
of getting women to want them, to 
try them out. 

For instance, many of you have 
probably heard of an unusual pre- 
mium offer by the Jewel Tea Co. 
which was unusually successful. 
Around Decoration Day and the 
Fourth of July, flag sets were of- 
fered at $2.89 with every purchase 
of $5 or more. They sold 23,000 flags 
at a retail value of $66,000—and 
achieved their object of more store 
traffic. 

More importantly, woman’s desire 
for newness has a “caution” in it, 
too. We have to keep offering her 
the new and different, especially in 


premiums. Because more and more 
she hates coming back for the same 
old things. She'll be attracted to 
something new. A premium that 
successfully draws women once, 
may not necessarily again—unless it 
sounds new! 


> Perhaps the most exasperating 
feminine characteristic is the ten- 
dency to personalize. A woman sees 
everything, hears everything in 
light of how it applies to her. Noth- 
ing is impersonal, nothing is ab- 
stract. There is the story of the pro- 
fessor in the twelfth grade English 
class who told his pupils if they 
would take a word and say it ten 
times it would be theirs for life. 
And then in the back of the room 
he heard a girl repeating over and 
over, “Tom, Tom, Tom, Tom, Tom, 
Tom, Tom, Tom, Tom, Tom.” 

A result of this is that she is 
easily insulted. She will take the 
slightest remark as implying a lack 
of taste or a lack of judgment on 
her part. 

However, woman’s personalizing 
can be an advantage, too. It can 
make communicating with her 
easier. If given a chance she im- 
mediately makes the things she sees 
“hers.” 


> Now, women are not easily misled 
—but once in a while they are 
fooled. And when they are, watch 
out—for they take it personally. 
Woe be unto the person who fools 
a woman with a premium. 

If a woman sends for a premium 
and it isn’t what she expected, isn’t 
what was promised, she’ll be mad 
and she'll never forget it. And she'll 
always be suspicious of the com- 
pany it came from. 


> Next, a woman’s senses are ex- 
tremely acute. She uses all five 
senses as her guide in buying— 
every time she considers an item, 
all five senses go to work. Let’s ex- 
amine just a few implications of 
this. 

When it comes to sight, she is 
extremely sensitive to color, Not 
just any old blue or green will do; 
it has to be just the right shade for 
her. To illustrate, a librarian offers 
one of his true experiences with 
women. One day while this li- 
brarian was on duty, he noticed a 
young woman take a book from the 
shelf, tuck it under her arm and 
put it back again. She went through 
this process with a dozen or so 
books. Intrigued, he offered his 
services. She explained she had a 
blind-date whom she was to meet in 
a hotel lobby. He would identify 
her by a book under her left arm. 
She was having a terrible time 
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finding a book cover of the right 
color to match her new chartreuse 
dress. 

This sensitivity to color means 
that we usually have to offer a great 
range of colors and shades—so each 
woman can choose the one that 
suits her. It also means, in advertis- 
ing and packaging premiums, that 
we should be extremely careful to 
choose just the right colors—the 
colors that both attract her and 
please her. 

And consider a range of colors. 
Color is a tremendous selling force. 
Think about it in your catalog, in 
your magazine, in your packaging. 
It may well be worth the extra 
cost. 


> Almost any husband will offer a 
testimonial to a woman’s acute 
sense of hearing—she’s always the 
first one to hear burglars downstairs 
at night. A woman also hears in- 
terpretively. She translates sounds 
and words as they reach her ear. 
The baby cries in the night—the 
mother automatically knows it 
means “Baby wants a bottle” or 
“Baby needs a blanket.” 

A woman hears the term “low 
price,” and she often thinks 
“cheap” or perhaps “not worth any- 
thing.” But when she hears the 
term “good value,” she may think 
“a real bargain.” Naturally, the 
circumstances surrounding these 
words affect her interpretation of 
them. 


Perhaps most important to a 
woman in buying is her sense of 
touch. If you’ve ever watched a 
woman shopping, you know how 
she picks up, punches, squeezes, 
weighs. This is so important that 
when goods are prepackaged, sam- 
ples are usually left out where 
women can examine them. In cases 
where this isn’t done, sales usually 
drop off. 

If it is at all possible, even when 
premiums are in-pack, try to leave 
a sample where she can touch it, 
feel it, learn what it is like. And if 
this is not possible, indicate how 
it feels in advertising and promo- 
tion. 

Also, whenever possible, let a 
woman use her senses to make a 
trial run on your premium. Let 
her drive the car, run the electric 
mixer, write with the fountain pen. 
This is easier in personal selling and 
on television, but it can also be 
effectively done in print advertis- 
ing—even more often than it is 
now. 


> A woman is also more sensitive 
to detail than a man. She notices 


78 + GR * December 1959 


13 Ways to a Woman's Heart 


1. Emphasize good value, never just 
low price. 


2. Don’t be afraid of something really 


3. Don’t mislead a woman about your 
premium. 


4. Sell the senses. 


5. Build special “details” into your 
premium. 


6. Sell women with an emotional, ro- 
mantic appeal. 


7. Pick a premium with mass appeal— 
but make it individual. 


8. Make the premium and the selling 
job a family atfiair. 


9. Take a look at the “creative.” 


10. Point out a premium’s specific use 
to help her make up her mind. 


1l. Appeal to her by making her life 
easier, more exciting. 


12. Take a good look at the status 
area. 


13. Get premiums that are more ex- 
citing more unusual, but practical. 


everything—the stitching on a col- 
lar, the color of a salesman’s tie, the 
design on a fruit bowl in a photo- 
graph for a sterling silver advertise- 
ment. Details will help sell, repre- 
sent value—the way the blade of a 
knife is joined to the handle, the 
special etching on a glass... a de- 
tail may make the difference. 

If it’s there, she notices it. If it’s 
something that should be there, but 
isn’t, she notices it. If in any way 
the construction of an item seems 
cheap, she notices it. For instance, 
a Southern television station ran a 
local commercial featuring a mother 
with her baby—but the woman 
wore no wedding ring. This picture 
was on the screen only a few sec- 
onds, yet the station received hun- 
dreds of letters from women want- 
ing to know why the woman wasn’t 
wearing a ring if she was the baby’s 
mother. 

This business of detail is a two- 
way street for us. If the details of 
the premium and offer are perfect, 
carefully thought out . . . women 
will probably notice it, appreciate 
it, associate these fine details with 
the company or store. But, if the 
details are imperfect—either lack- 
ing or wrong—women will likely 
catch this quickly. And they may 
associate this imperfection indirect- 
ly with the company store. 


> A woman has an inward turn of 


mind—this is the clue to her whole 
personality. She is concerned with 
her own thoughts and feelings. But 
everything a woman sees and does 
and hears has meaning only in re- 
lationship to her inner self. She 
looks out at the world. 

Let me illustrate this with a short, 
but true, story. A woman went to 
her doctor complaining, “Every- 
body I meet is so irritating.” The 
doctor prescribed a tranquilizer and 
told her to come back in a week. 
On the second visit, the doctor 
asked the woman, “Have you no- 
ticed any change in your mental 
attitude?” “None at all,” she re- 
plied. “I feel just the same—but 
I’ve noticed other people are acting 
a lot better.” 

Due to this inner turn of mind, a 
woman emphasizes emotions and 
feelings—her own and others. And 
her physicial make-up further con- 
tributes to her emotionality. A 
women is high-pitched, thinks in 
emotional terms. 

That’s why, when we appeal to 
her we most often get further with 
her on an emotional level . . . fur- 
ther than we would with a man. 
An emotional story—the feelings 
and thoughts behind the premium 
—is usually more likely to sway 
a woman than just the facts about 
the premium, for she is thinking 
largely in emotional terms. She’s 
more interested in the “romance” 
about a premium—witness the suc- 
cess of foreign, romantic types of 
premiums. 


> With a premium, it is also essen- 
tial that we give a woman the facts. 
Especially if the premium is not 
where she can touch and feel it, 
all the facts have to be included. 
But they are usually secondary— 
after she’s been influenced emo- 
tionally and romantically she needs 
the facts. Also these facts may come 
in handy when she gets home and 
tries to explain to her husband why 
she got it. 


> She is her—no one is really like 
her. She’s strongly individual. She 
doesn’t want exactly what a thou- 
sand other women have—in fact, 
she wants to be sure that what she 
has a thousand other women don’t 
have. For instance, at a dance, the 
men usually all come in midnight 
blue tuxedos with bow ties. Can 
you imagine all the women arriving 
in long black dresses and pearl 
necklaces? 

She wants to feel that something 
is especially designed for her, that 
she is being spoken to as a person, 
an individual. So we should offer 
premiums in a great variety as pos- 
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individuality means 
we should speak to her as an indi- 
vidual, rather than as a composite 
woman. As you are aware already, 
there is no such thing as a “mass” 
market—for that mass market is 
simply made up of individuals. 

This feminine market is composed 
of many, many individuals . . . in- 
dividuals who have common in- 
terests because they are women... 
or because they are the same age 

. or because they are doing the 
same things. There is a great op- 
portunity in picking one woman out 
of a special, smaller group—and 
appealing directly to her. For ex- 
ample, instead of just a_ lipstick 
premium—a lipstick for blue-eyed 
or brown-eyed girls. 

A premium, to be successful, 
must have broad appeal—or as some 
say “mass” appeal. But this premi- 
um with wide appeal should be as 
individualized as possible—come in 
seven shades perhaps or with the 
woman’s initials or in her kitchen 
colors. And it should be presented 
as individually as possible—let her 
know it’s just for her. 


> Next, with today’s woman, the 
family comes first. During the 
thirties and forties the big news in 
women was the career woman... 
today it is the family woman. Fam- 
ilies have gotten bigger and they 
have been bitten by the bug called 
“togetherness.” 

Today we find the family is a 
closely-knit unit. The family plays 
together, works together, plans to- 
gether, goes out together, thinks 
together, buys together. Selfish pur- 
chases are out for her—they make 
her feel guilty. Family group pur- 
chases have taken precedence. 

This is one of the reasons house- 
hold premiums are so popular with 
women today. They like grills or 
racks for cooking out in the back- 
yard (though today it usually is 
called the “patio” or just the “yard” 
or “outback”—“backyard” has fall- 
en into ill-repute). They often like 
silverware and glasses and kitchen 
towels as premiums—in preference 
to wearables. The Nesbitt survey 
of housewives showed a decided 
preference for household premiums 
over personal items. 

In the family of today, the chil- 
dren usually receive the emphasis. 
If we are concerned for the child, 
the mother appreciates it. An old 
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proverb says it this way: “To make 
love to the mother, make love to 
the child.” So we can often sell our 
premiums by pointing out the ulti- 
mate benefits for the child—‘“this 
sturdy tumbler is wonderful be- 
cause she doesn’t have to constant- 
ly caution the children not to break 
it.’ This is an unusual twist for 
products not even sold to children. 

This appeal opens many exciting, 
new approaches to premiums— 
premiums for the whole family or 
dual premiums with something for 
mother plus the child. 


> Women are both pleased and dis- 
pleased by instant living. Today a 
woman can produce most of the 
things needed for herself and her 
family the “instant” way. A woman 
need only push a button or turn an 
opener or twist a dial or tear open 
a package or flip a lever to accom- 
plish most of her household jobs. 

A woman is pleased with most of 
these ways of instant living. Time- 
saving appliances and quick food 
have released her from back-break- 
ing labor and long, tedious hours. 
For this she is grateful. 

But appliances and modern in- 
ventions don’t take away all the 
work—and sometimes they create 
new work. As one housewife hang- 
ing out a huge wash remarked to 
her neighbor, “One advantage our 
mothers had—not everything in the 
house was washable.” And washing 
machines mean washing more often. 
Appliances break down and need 
repair ... and so on. 

And sometimes modern miracles 
make her feel inadequate in her 
traditional role, as if she isn’t doing 
a full-time job. She throws the 
clothes in the washer-dryer, comes 
back later, and there they are, clean 
and fluffy. But she has never 


“Aul- 


We've been plugging ovr product 
with so many different premiums, 
I've forgotten what our product is! 


touched them. She feels no sense 
of pride—none of the satisfaction 
of contributing to her family. 

Or she rushes home late in the 
afternoon, whips up dinner with the 
help of several cans and a couple 
of frozen food packages. Her hus- 
band raves about the dinner, but 
she wonders if opening and serving 
the meal is enough—is her husband 
being cheated? 

Then, too, most importantly, 
when she does things the instant 
way, she misses the fun of creating 
something simply for her own sat- 
isfaction. Popping a completely 
packaged meal into the oven is fine 
when she’s in a hurry. But there’s 
no joy of creating something—she 
hasn’t done anything with her 
hands or her mind. Actually, many 
women, in a sort of reaction against 
such ultimate conveniences, are 
taking up gourmet cooking. 

So, today, premiums that offer 
women ways to be creative—paint- 
ing sets, gourmet cookbooks, ceram- 
ics, ete—should be extremely 
successful. Helping women be cre- 
ative in day-to-day tasks—the easy 
cake decorator, the vegetable dec- 
oration, salad beautifiers—offers 
great promise for the development 
of unusual and successful premiums. 


> Today’s woman is free economic- 
ally and socially, more so than any 
woman before. She can do anything 
she wants, with only the limits put 
on any individual. A wonderful 
feeling, yes, but now she must make 
so many decisions. There are so 
many avenues open—which one to 
take? 

She’s her own boss. No one tells 
her whom she must marry any 
more, or even whether she should 
marry. Economically, it’s no longer 
necessary. She can hold money in 
her name. Go out and get a job and 
support herself. And if she marries, 
she still must decide—to work or 
not to work? Is it fair to her fam- 
ily to work? Will it hurt the chil- 
dren if she works? But what if she 
stays at home? Is marriage enough? 
Is it right for her? The freedom of 
choice is accomplished by a misery 
of choice. What is right? How can 
she decide? 

So if we offer a premium which 
has variations—let’s explain the 
differences—make it clear so she 
won't have to worry over a choice. 
Whenever possible, let’s make the 
use of our premium as specific as 
possible: “This is to use for com- 
pany,” “This is to use in the kitch- 
en.” In this way, we solve her 
problem of choice for her, and most 
certainly we should never add to 
her misery of choice. 

-+.- continued on page 83 
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> There are millions of specific, 
little things which women today 
are unprepared for in marriage. 
Women want a home and family— 
this is most important to them—but 
the reality of marriage doesn’t live 
up to their expectations. 

It would seem that premiums that 
help bring the dreams and reality 
a little closer together could be 
enormously successful. Premiums 
that help her run her household 
more smoothly—give her the know- 
how for keeping up with the clean- 
ing and cooking and laundry. Pre- 
miums that will offer more romance 
and glamor in her home life—such 
as beauty aids, travel products, 
gourmet cookbooks—could be just 
what she’s looking for. 


> There are certain standards that 
a woman must meet. These are de- 
termined by her economic and so- 
cial group as well as the group she 
wants to be like. 

First she feels a necessity to con- 
form to the standards of her own 
group—the group which she is in 
sympathy with, socially and eco- 
nomically. She thinks pretty much 
what they think, has pretty much 
the same kind of material things 
that they have, does pretty much 
the same things they do. She be- 
longs to the same kind of organiza- 
tions, goes out the same evenings, 
prepares the same type of food, 
rides in the same price car, travels 
to the same places, dresses her 
children the same way. She doesn’t 
branch out on her own in new di- 
rections often—unless she’s a lead- 
er in her group. 


> Second, she is influenced by the 
standards of the group she thinks 
she would like to be in. Unless she’s 
at the top of the economic and so- 
cial scale, she emulates another 
group somewhere above her on the 
scale. It is this group that she works 
toward being like one day, though 
her idea of the standards of that 
group may be quite different from 
the reality. 

In terms of premiums, my guess 
would be that “status” added to 
certain premiums could be a power- 
ful plus. Probably a woman will 
be much more likely to want a 
premium if it is an object prized 
either by her group or the group 
she wants to be in. Then, if she 
gets that premium, she can be sure 
she is evidencing good taste—and 
she also takes on a certain stand- 
ing in the eyes of others. 


> Last on our list, the woman of 
today also travels more, knows 
more about other peoples. She is 


the best-educated woman in the 
world. Paid vacations, the automo- 
bile and the like have given women 
a chance to go other places, see 
other things. Through magazines, 
television, newspapers she has had 
a chance to learn about the way 
other people live, what is going on 
in other parts of the world. 

All of woman’s moving about has 
given her a new perspective. She’s 
more broad-minded, more sophisti- 
cated. From here on out, we'll make 
better contact by approaching her 
as a more knowledgeable individual. 

Woman’s mobility has also in- 
creased her interests. Today’s 
woman is still interested in the nat- 
ural feminine areas: home and fam- 
ily and clothes and decorating, etc. 
But she’s also interested in many 
other areas now: automobiles, for- 
eign foods, Swedish designers, and 
so on. 

This means that we can offer 
sophisticated premiums, premiums 
which appeal to her new knowl- 
edge. To take another example 
from the Jewel Tea Co. They re- 
cently offered as a premium a set 
of encyclopedias. The first book 
was priced at 19¢ and in succeed- 
ing weeks new books were offered 
for 99¢ each. The complete set sold 
for $20—a set which would cost 
women $50. During this promotion 
811,000 books were sold with a re- 
tail value of almost three-quarters 
of a million dollars. 


> Before we leave the area of 
woman’s new sophistication and 
broadening interests—a word of 
caution. This is only relative—a 
woman today has greater interests 
than women used to have. The basic 
reasons for being interested in 
things probably haven’t changed. 
And home and family are still first. 
We can’t assume all women will be 
extremely interested in these areas. 

Perhaps you may remember a 
jingle contest sponsored by Dial 
Soap. One of the prizes was a trip 
to the moon or $1,000. The winner 
turned down the trip to the moon 
and took cash. Her explanation for 
this was fascinating. She explained 
she wouldn’t know what to wear 
on the moon. 


> I just want to leave you with one 
little thought. You have to take a 
chance with women. When a fel- 
low is interested in a girl, he risks 
an orchid and a box of candy or 
two. Then the girl may go off and 
marry another guy or she may go 
for him. Every time we sell to a 
woman we take a chance, but we 
can’t get anywhere if we play it 
safe—we have to take the risk to 
win her. 44 
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Public Ceremony . . . In a Milan square, a Motta representative gives a traffic police- 


man a giant replica to help make news. 


Newspaper Ad. . . Tying in with an 
old tradition, Motta offered, to all 
who bought its product on January 
31, a gift of equal size, baked on the 
last day of the year, to invoke the aid 
of St. Biagio in preventing throat ail- 
ments. Sales outran the supply. 


In Italy with its ancient tradi- 
tions, it is sometimes possible 
to take commercial advantage of 


some pleasant customs. 


By Maurice Bensoussan 


Italy is one of those countries in 
which tradition has remained active 
through the centuries, and even to- 
day, carried through with much 
more enthusiasm than in the United 
States or in other European coun- 
tries. What is new, however, is the 
way in which enterprising businesses 
have adopted some of these age-old 
traditions and customs and used 
them as sales promotion platforms. 

Among these companies is Motta, 
Milan, which is one of the country’s 
largest manufacturers of Panettone, 
an Italian cake, and of ice cream, 
and is the Italian distributor of such 
products as Life Savers and Ritz 
Crackers. 

Its promotion has been based on 
popular traditions, customs and 
habits, not only those which are ac- 
tive, but those which it has found 
useful to revive. 


> For example, there is an old cus- 
tom in Milan that Epiphany, Janu- 
ary 6, is a day to give gifts to traffic 
police and to policemen in general. 


When 
Traditions 
Build 
Sales 


Almost all residents will drop a 
small gift off with policemen who 
work along their regular routes, in 
token of their devotion to their duty 
of the protection of the people. After 
several hours, the gifts pile up, and 
you can see bottles of wine, salamis, 
cheese, books and scores of. other 
gifts in wide variety. 

Motta, as a promotion theme, sug- 
gested that donors select one of its 
products. While the custom existed, 
it was not connected with any par- 
ticular product or trademark. The 
promotion caught on, and an im- 
portant part of the public followed 
the suggestion. 

This kind of promotion was, of 
course, immediately copied by other 
Milan products. But the fact that 
Motta had started it off gave it a 
lead and, above all, a sort of special 
association with the day. 


> To maintain this lead and to con- 
solidate its position, Motta thought 
of a way to give this tradition a 
grand public relations gesture. It 
prepared some giant replicas of the 
regular packages of Panettone, 
about five feet high, and others in 
the same proportion for its other 
products. On the 6th of January, 
these were distributed in an im- 
pressive ceremony to the traffic 
police. 

Photographers, newspapermen, 
and others were invited to observe 
and report this presentation for 
newspapers, radio and newsreels. 
The next day, when the publicity 





Intaglio’s L. Stanley Pinover, Jr., 
Assistant to the President, checks 
a roll of merchandising preprints of 
the Modess ad as prepared by Young 
& Rubicam, Inc....for use at point 
of purchase to tie in with the breaking 


HI-FI 


of the newspaper campaign. 


... for 13,000,000! 


In October °59 a Hi-Fi color ad 
of Personal Products Corporation’s 
Modess ran in 29 papers around 
the U.S. with massive circulation 
of 13,000,000 — largest yet for a 
Hi-Fi ad. Printed on thirty-four |b. 
supercalender rotogravure stock, 
with the paper’s regular newsprint 
on the backup, the ad was a stopper! 

In conjunction with its running, 
preprints were used in a Modess 
merchandising program at points of 
purchase—giving dual use of the ad 
to the advertiser. 

Hi-Fi—the new spectaculars for 
selling—preprints the advertiser’s 
message in color gravure on any 
printable surface. 

All gravure Hi-Fi cylinders are 
engraved by Intaglio... the only 


independent servicer for Hi-Fi. 
Intaglio takes the agency’s copy, 
makes the negatives and positives, 
does the laying down, etching and 
proofing of cylinders ... and after 
okay by the advertiser, chromes 
and ships the cylinders to the 
converter printer for printing on 
the rolls. Intaglio has individual 
requirements of the hundreds of 
papers which can carry Hi-Fi copy. 


Hi-r1 is easy to use, efficient, 
exciting, and not expensive! It adds 
a new dimension to newspaper 
advertising. 


Intaglio will gladly tell agencies, 
advertisers, newspapers, or sales 
groups about Hi-Fi spectaculars. 

Call us—today! 


Intaglio SErVICE corPorATION 


America’s First Gravure Servicers 


305 East 46th St., New York, New York—1828 Lewis Tower Bldg., Philadelphia— 
731 Plymouth Court, Chicago—40 Hague Ave., Detroit—369 Pine St., San Francisco— 
1932 Hyperion Ave., Los Angeles—126 West McMicken Ave., Cincinnati ; 
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appeared, everybody had heard 
about Motta. 

It is interesting to note that this 
promotion extended the heavy sales 
of pastry and candy, which had pre- 
viously ended by New Year’s, until 
January 6, a previously quiet period 
from a sales viewpoint. 


> Another custom that was used for 
sales promotion was one which had 
grown up around Saint Biagio, the 
patron saint and the protector of the 
throat. There was a tradition that if, 
on the day dedicated to St. Biagio, 
you finished cakes or meals pre- 


| pared on the last day of the previous 


year, you would receive the saint’s 
protection. But few people still had, 
on the crucial day of February 1, 
cakes baked on December 31. Motta 
came to the rescue of this tradition. 

Just before the end of January, 
the company inserted ads promising 
each person who bought a fresh 
Panettone a second, free, cake of the 
same weight, but which had been 
baked on the last day of the year. 
Customers received a gift; the tra- 
dition of St. Biagio was upheld; 
Motta sold Panettones. 

As a matter of fact, the promotion 
was so successful that by the middle 
of the afternoon, the throat-protect- 
ing cakes were unavailable! All had 
been sold. To partially satisfy cus- 


| tomers, a hurried decision was made 


by the Motta management to au- 
thorize any dealer to issue merchan- 
dise of the same value as the pur- 
chase, even if it couldn’t offer the 
traditional protection. And each 
year, in spite of setting aside in- 
creased amounts of reserves, the 
supply has run out before all would- 
be purchasers have been satisfied. 44 


Newest Specialty idea 
Forecasts Future Profits 


A new specialty idea for point-of- 
purchase display or mailing pro- 
“Lucky Horoscope” 
from Barker Greeting Card Co., 
Cincinnati. 

Designed primarily for greeting 
card dealers, the complete horoscope 
specialty plan consists of 144 Lucky 
Horoscope Coin Cards (12 of each 


| month’s horoscope) and a free ro- 


tary display rack. 

The basic selling program — at 
the point-of-purchase — is to place 
the racks and coin cards near the 
birthday greeting card section. 

Each lucky horoscope coin and 
card retails for 25c. Dealers’ discount 
is 50%. 

Complete information is available 
from Barker Greeting Card Co., 
Barker Bldg., P.O. Box 2177, Cincin- 
nati 1. 44 


Seven Keys to Success 
in Business Gift-Giving 


1. Keep your gifts of modest 
value in relation to the importance 
of each recipient as an employe, 
prospect or customer. Extravagant 
gifts smack of bribery. 


2. Choose your gifts individual- 
ly, considering the tastes of each 
group of recipients, or preferably, 
of each individual recipient. 


3. Choose only high quality 
gifts that are useful, durable and 
dependable. 


4. Personalize each gift, if pos- 
sible, with the recipient’s name or 
initials. 


5. Package each gift attractively 
and securely. 


6. Accompany each package 
with a personal note, greeting card 
or at least a special gift label. 


7. Deliver each gift with a flair, 
if possible — personally cr by 
special messenger — and prefer- 
ably to each _ recipient’s 
rather than to his office. 


home 


From “Business Gifts at Christmas... 
Good or Bad?" published by the 
Business Goodwill Advisory Council 


Shaggy Dog Story . . . Appealing coin 
bank was dealer tie-in for Ford’s test- 
drive tv promotion. Used by far west 
dealers, the premiums were designed by 
the Florence Ceramic Co., Pasadena. 





A 
CUSTOMER 
ONCE 

SAID: 


“chat 


sales 
of 


yours 
must 
wear 
seven 
EOE 


1 VF boots” 
He wasn’t referring to our salesman’s dress, of 


—— 


course. Impressed by our man’s genuine inter- 
est in his promotional problems. . . his complete 
knowledge of printing processes and their spe- 
cific application ... plus his willingness and abil- 


ity to come up with the right answers, prompted 
this compliment. 


What gives every Gugler salesman this stature 
in the field? 


First, because he feels secure in the knowledge 
that he’s a part of one of the nation’s greatest 
lithographers. Then, too, he knows he’s backed 
up by a conscientious staff of artists, designers, 
and technicians who give any job—labels, 
streamers, displays, or mobiles—the highest 
creative treatment available, anywhere. And 
he also knows “his team’’ can deliver for you, 
too. Just ask him to prove it! 


rucier LITHOGRAPHIC Co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Les Angeles * St. Louis * Atlanta * Detroit * Houston * Tulse 
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Valuable exhibits like this precision scale 
model need Mayflower's moving skill. 


Expert Handling of Model of Generator 
Prototype Impresses Westinghouse 
and Industrial Models, Inc. 


America’s Most Recommended Mover 


@ No need to risk having an investment of thousands of dollars lost through 
* damage or late arrival. That’s why both customer and display builder agreed 

this valuable model should be “entrusted to Mayflower.” Experience proved 
there was no better way to ship such an important and elaborate exhibit . . . 
both were more than satisfied with the way Mayflower protected it. 

Isn’t this a significant tip for you when exhibits, high value equipment or 
household goods of your personnel need to be carefully moved? 

The nearby Mayflower warehouse agent is the most competent man you'll 
find to help you. Why not call him soon! 


AERO MAYFLOWER TRANSIT COMPANY, INC., ¢ INDIANAPOLIS, INDIANA 
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1 Foyer 

2 Auditorium 

3 General Office 
4 Offices 

5 Service Area 

6 Lounge 

7 Storage 

8 Projection Room 


9 Conference Rooms 


A Planned Center 
for Sales Training 


CIBA Pharmaceutical Products has spent $150,000 
for a special building designed for sales 

meetings and sales training, fully equipped 

with the most modern audio-visual equipment. 


When you spend $150,000 for a 
building whose sole purpose is to 
train salesmen, you expect results. 
And Ciba Pharmaceutical Products 
Inc., Summit, N. J., is confident that 
it will get results from its new 
building and the kind of sales meet- 
ings and sales training courses it 
can handle. 

The buildirig is believed to be 
unique in the pharmaceutical in- 
dustry. Located across the street 
from the company headquarters, the 
functional, streamlined building 
contains nearly 5,000 square feet of 
working floor space. The one-story 
center consists of an auditorium 
able to accommodate 50 to 100 per- 
sons, depending upon type of train- 
ing in progress; three conference 
rooms, each equipped with overhead 
microphones, recording units, chalk- 
boards and flannelboards, and a 
projection room with the newest 
audio-visual equipment. 


In another section of the building 
are the offices of the sales training 
division director, Sterling W. Weav- 
er, his assistant, Francis Brown, and 
three training associates. The divi- 
sion is charged with the responsibil- 
ity of preparing all training courses 
and training the company’s field 
sales personnel. 


> A principal ingredient of the sales 
training program, conducted at both 
the training center and in the field, 
consists of “role playing” and it has 
proved highly effective, in the opin- 
ion of Mr. Weaver. Role playing is a 
simulated situation in the course of 
a training program where one 
trainee acts the part of a customer 
and another plays the salesman. The 
customer questions and the detail- 
man supplies the answers as he 
would under actual conditions. The 
two men then switch positions and 
follow the same procedure. In this 
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BULLS 


A 
They couldn't send male Bulls, so 
they sent glossy photos. If you can’t 
send your product, send a photo. 


ie aa Ar 
ie 


FR IhSS 

ai UObs 
QUANTITY Photos will sell for you, 
because they are QUALITY photos. 

8 x 10 GLOSSY PHOTO PRICE LIST 
Number | 12 | 25 | 50 | 100 
Price ea. | 20c | 15¢ | 12¢ | 9c 
Write for complete Price Catalog 

QUANTITY PHOTO CO, 


119 W. Hubbard St. © Chicago 10, Ill. 


NO, a Le | 
HE’LL KNOW YOU THOUGHT OF HIM 
PW Me 


FOR YOURSELF, FRIENDS AND 
BUSINESS ASSOCIATES. 
COMPLETELY PERSONAL . . . UNUSUAL! 


© Business Gifts © Premiums 
© Special Awards © Service Awards 
@ Prizes © Personal Gifts 


SPECIAL OFFER 
Send Your Own Card Now 
For Your Custom Made Tie Bar. 
Only $4.75+ 10% F.E.T. ($6 Value) 


i leat: 


* NEW a | 


.+.inar for january 


a 3-part report on the advertis- 
ing and sales promotion pro- 
gram at Youngstown Kitchens. 
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Unusual Projection Stand . . 


. Three permanently mounted and focused projectors offer 


flexibility and ease in rear-projection set-up. Here Fran Brown, assistant sales training 
director, shows the stand to a group of salesmen. The upper level holds a 16mm 
projector which uses a mirror to achieve image reversal. Underneath its mirror can be 


seen part of the lens of a 31%4x4” 


slide projector. On the lower level, with its own mir- 


ror, is a remote control projector for 35mm slides and filmstrips. 


way a new salesman learns how to 
communicate with his customer in 
medical terminology which may 
have been foreign to him. 

Role playing is not confined to 
new salesmen. It also is an integral 
part of the continuous training pro- 
gram and used several times 
throughout the year by each of the 
company’s district managers at lo- 
cal meetings. 

At the Center, role playing also 
will be accomplished by means of 
the “loop” film technique. Here, a 
professional actor on film plays the 
doctor who asks the sales repre- 
sentative questions about his prod- 
uct, and the salesman is allowed a 
certain amount of time to respond. 
His answers, which are taped, are 
then analyzed by the class and the 
instructor, and ways to improve his 
presentation suggested. 

“The purpose of role playing,” 
according to Mr. Weaver, “is to 
teach the basic principles of good 
salesmanship, develop in the class- 
room effective presentations and 
give the salesman insight so that he 
can analyze his own performance in 
the field and continually improve it.” 


> The sales training program at Ciba 
is divided into four basic parts: pri- 
mary, on-the-job, advanced and re- 
fresher. The newly employed sales- 
man will receive two weeks’ indoc- 
trination before he starts working in 
a territory. Six months later he will 


return to the Training Center for 
two weeks’ advance training. The 
veteran salesman will return to the 
Center at least once every three 
years for a refresher course. 

The center reflects Ciba manage- 
ment’s recognition of the need for 
properly trained and qualified per- 
sonnel] in all phases of its opera- 
tions. 

“Trained personnel are absolutely 
essential if a company wishes to 
compete successfully in today’s mar- 
kets,” says Mr. Weaver. “It doesn’t 
matter how good your products, how 
effective your services, or how high- 
ly you are regarded in the business 
community and by the general pub- 
lic — you must have qualified em- 
ployes working for you.” 


> Ciba management had two main 
objectives in mind when it decided 
to build the center, according to Mr. 
Weaver. First, it wanted to provide 
a building with comfortable sur- 
roundings and by its general atmos- 
phere made it conducive to training. 
Secondly, it sought to provide the 
most effective equipment so that 
Ciba personnel would have the 
proper tools for the job. 

On both counts management has 
been successful, Mr. Weaver feels. 
The center is air conditioned, and 
every room sound-proofed with 
acoustical tiled ceilings. Colors 
throughout are harmonious, in soft, 
eye-appealing pastels, and the fur- 
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Versatile 


Offset 
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J WAYS BETTER...FOR YOU 


Famous for uniformity, dimensional 
stability and no-pick qualities 


Dependable press performance— 
finest halftone reproduction 


Wide choice of attractive colors 
Wide choice of special finishes 
Wide choice of sizes and weights 


choose and use 
Nekoosa Offset for the 
big choice in: 


colors weights 


White, Ivory, Available in Available in 
Orchid, Yellow, Basis 50-60-70- wide choice of 
Tangerine, 80*-100* and 120 sizes— 

Blue, Pink, 844 x11 to 
Green, Gray *White only 38 x 50 


Nekoosa-—Edwards Paper Company 


Port Edwards, Wisconsin 


Mills at Port Edwards and Nekoosa, Wisconsin and Potsdam, New York 


LITHOGRAPHED ON NEKOOSA OFFSET, VELLUM FINISH, BASIS 120 
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niture and carpeting smart and 
comfortable. Ample illumination is 
provided by natural light from the 
large picture windows in the audi- 
torium and conference rooms as well 
as by indirect lighting from the ceil- 
ings. For the “coffee break,” there is 
a small snack bar conveniently lo- 
cated. 


> Audio-visual equipment plays a 
very important role in the training 
program, and everywhere is much 
in evidence. A remote control sys- 
tem located in the auditorium per- 
mits sound, either music or voice, to 
be piped from there to any of the 
three conference rooms, and to the 
training director’s office. Rear view 
projection permits the auditorium to 
be fully lighted, if wished, with little 
impairment to the definition of the 
picture on the screen. This is ac- 
complished by locating the projec- 
tion room directly behind the audi- 
torium screen. . 

In the projection room is a 
switching panel which enables the 
operator to cut into and control any 
of the 19 speakers located in the 
ceiling of the auditorium and three 
conference rooms. Twelve of the 
speakers are in the auditorium, 
eliminating any possibility of “dead” 
sound spots. A switch on the lectern 
on the auditorium stage permits 
control of the showing of films and 
slides, normally eliminating the need 
of a projection operator. The draw 
drapes framing the picture windows 
at the rear of the auditorium can be 
closed or opened electrically by a 
switch on the speaker’s platform. 

The projection room is completely 


outfitted with the newest equip- 
ment. Included are a Victor 16mm 
sound movie projector with revers- 
ing mirror; an American Optical 
GK lantern slide projector with 
wide angle and short focal length 
lenses; a DuKane 35mm slide and 
filmstrip projector, and a Trans- 
paque Jr. overhead projector with 
detachable reversing mirror. There 
is also a Rek-O-Kut 16” recording 
turntable, an Ampex 351 tape re- 
corder, a film editing table for 8mm 
and 16mm film and a Griswold Jr. 
splicer. 


> Continuous training is given the 
salesman once he leaves the center 
and is assigned to the field. This is 
done through the use of printed 
matter, sales bulletins and small 
local conferences held in the field 
under the supervision of the district 
manager. 

Salesmen in the pharmaceutical 
industry require comprehensive, 
thorough training because for the 
most part they sell only ideas to 
well-educated, professional people 
— physicians and pharmacists. They 
practically never take an order from 
a physician or come into contact 
with the ultimate consumer. The 
salesman’s job is mainly providing 
the doctor with adequate informa- 
tion on his company’s drugs so he 
can prescribe them to his patients. 

Ciba has long placed a high pre- 
mium on good salesmanship. The 
new center utilizing the latest audio 
and visual training techniques re- 
flects the company’s continuing 
recognition of the need for properly 
trained personnel at all levels. 44 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
los hotos 
fn < busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. * Citeepe 10, Ilinois 
Dept. D-12  @ Telephone: MI chigan 2-5651 


There are many clip art catalogs available, 
but ONLY ONE complete art and out 
service. ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 
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Were ot eee 
— The Complete Current Issue 
single current issues normally sell for $20.00. 
The — issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No o 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, lilinois. 
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Two Hungry Editors . 


. . AR staff members Bob Konikow (left) and Dick Hodgson dig 


in deep, guests at their desks of the Natl. Automatic Merchandising Assn. 


The Way to an 
Editor’s Heart 


Photos by H. Jay Bullen 


Special Messenger . . . Two piping-hot, 
machine-vendable lunches are brought to 
the office under the guiding eye of a 
promotion man for Automatic Merchan- 
dising Co., who wants to make sure that 
everything is right for writers. The edi- 
tors may look hungry, but not starved. 
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Ready to Start . . . In a compartmented 
tray, lunch has everything from hot soup 
to a whipped-cream-topped dessert. Sal- 
ad, fried chicken and coffee complete 
the menu. All items can be handled by 
standard vending machines installed in 
offices or factories. 


Editors are always hungry, 
and many a public rela- 
tions man has learned that 
taking editors to lunch is 
the best way to get a point 
across. But the Natl. Auto- 
matic Merchandising Assn. 
came up with a new twist 
— taking the lunch to the 
editors. 


Plenty of Coffee . . . An editor must have 
his coffee and lots of it. Since the regu- 
lar coffee vending machine isn’t easily 
portable, a large thermos jug took its 
place, but recipients understood and 
were grateful for the adequate supply 
of hot beverage. 





Editors rarely become excited 
when, on opening their mail, they 
discover an invitation to a lunch or 
a cocktail party. These have become 
far too common an event in the life 
of most editors. If the schedule per- 
mits, and if there is a reasonable 
chance of the event being news- 
worthy or interesting, the invitation 
will be accepted. But this is no guar- 
antee of editorial space or of edi- 
torial excitement and enthusiasm, 
which is one of the main objects of 
throwing such an affair. 

Early in October, then, a number 
of Chicago-based editors were not 
surprised to slip a formal invitation 
to lunch from an over-size envelope. 
But the copy—“The National Auto- 
matic Merchandising Association re- 
quests the pleasure of serving you 
AT YOUR DESK a typical six- 
course chicken luncheon . . .”—had 
a new angle to it, and a record high 
proportion of editors accepted. 

The pictures tell the story of the 
luncheon delivered to two of AR’s 
editors, and this was duplicated in 
many other offices during the two- 
week offer. Its purpose? To call at- 
tention to the upcoming exhibit of 
the Association, at Chicago’s Navy 
Pier. This was accomplished with a 
personalized covering letter which 
accompanied the invitation, and a 
letter, in more detail, which came 
with the luncheon itself. 

Arrangements were made through 
the public relations office of the as- 
sociation, and the meals were han- 
dled by Automatic Merchandising 
Co., Chicago, one of the nation’s 
largest operators. 44 


A Relaxed Payoff . . . Tray cleared up, 
editor Hodgson leans back and reads the 
reason for the whole affair, enclosed 
with the meal. It is a special invitation 
to visit the meeting and exhibit of the 
association, scheduled for the following 
week. 


Fe 
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By Harry Privette 


Generally, humor — like beauty 
— is a personal thing. Slapstick 
Many an advertiser comedy, for instance, might be one 
man’s pet peeve, another man’s pas- 
sion. Jack Paar’s brand of tv humor 
without really may keep some viewers up way past 
: their bedtime, while others (who 
knowing what role they never miss Red Skelton) wonder 
’ what such viewers see in the NBC 
play. Here's a star. Practical jokes meet the same 

simple classification for-and-against reception. 

One kind of humor that appears 
to be universally appreciated, how- 
you see inads. ever, is the cartoon. Smart advertis- 

ers have cashed in on this fact, too, 
for cartoons are standard features 
of today’s advertising — accepted 
modi operandi for moving products 
and services of every description, 


relies on cartoons, 


of the eight types 
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HIGHEST 
QUALITY! 
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PRICES! 


PROMPT 
SERVICE! 


100-8X10's ..., °8*° 


1000 8x 10s, $64.95 
500 8x 10s, $37.50 


50 8x 10s, $6.45 
25 8x 10s, $4.65 


8x10 copy negatives $1.50 when negatives 
ore not available, Cost of copy negatives will 
be saved if negatives of good quality the 
same size as the photos ordered are included. 
Quality of our reproductions substantially as 
good and often better than your originals. 


COMPARE US — One order will convince you 
that our quolity, service and low prices are 
unsurpassed, 


Normal delivery within 5 working days from 
reqstet of order. No extra charge for rush 
orders. 


Write for free packet containing complete 
information and samples on genuine photos 
and inexpensive offset photos. 


TERMS — D&B Rated Accounts, Net 30 Days. 
All others, deposit, balance C.O.D. until 
credit is established. 


COMMERCIAL PHOTO 
PRINT SERVICE 
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Eve opener! The quality of “cup 
BOOK” art is actually amazing... and 
the time and money it can save you! 
Used and endorsed by top advertisers 
for ads, printing, publications, direct 
mail, etc. Letterpress or offset. Get our 
big “EYE OPENER” sample kit, worth 
about $15.00, for only... 


POSTPAID 


Your “EYE OPENER” kit will include 
generous samples from the “CLIP BOOK 
OF LINE ART” and “ART DIRECTORS 
cup xr”... line drawings, halftones, 
lettering, paper sculpture, Serpentine 
Lines or Grafiklines. You'll have 
enough ready-to-use art for dozens of 
paste-ups. Satisfaction guaranteed. No 
salesmen will call. Attach a check for 
$1.95 to your letterhead and ask for 
our special “EYE OPENER” kit. 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 


from ball-bearings to bitters, coffee 
to checking services. 

A look at these lively little draw- 
ings might at first suggest no means 
of distinguishing one general set 
from another. Closer analysis, 


though, shows that ad cartoons in all 
cases fall into just eight categories. 
Knowing these eight groups can 
prove a real boon to the advertiser, 
the copy or idea man who must 
frame the cartoon ads, and even the 


cartoonist himself. 


> First, it is plain to see that car- 
toons are firmly entrenched in the 
modern advertising picture. Let 
them bring on their eye-patches, 
their stalwart white horses and their 
tattooed he-men. There will always 
be a place for the funny cartoon. 

It takes no Einstein to figure out 
why. Advertisers have believed for 
years — and such comparatively 
late-coming why-and-wherefore 
experts as motivation researchers 
are putting their seal of approval on 
the belief — that if a person sees a 
cartoon associated with a product 
and is pleased, this pleasure will 
continue to be associated with the 
product wherever it is seen. And 
advertising cartoons appear in guise 
after guise trying to arouse this 
pleasure-association. 

If sheer quantity has anything to 
do with it, they must be succeeding, 
for advertising cartoons are seen 
everywhere. Thumbing through any 
popular American magazine or 
watching television any hour of the 
day will bear this out. 


> There is good reason for the econ- 
omy of lines and uncluttered situa- 
tions in the terse, simple cartoons of 
modern advertising. The cartoons 
must catch the viewer rationally 


off-guard, so to speak, so as not to 
be taken literally. Their very con- 
ciseness exposes the fewest points 
of attack to attention. The drawings 
strive for the shortest possible ex- 
pression, becoming what very aptly 
has been described as a “shorthand 
art form.” 

Just as important, cartoons must 
be easily and quickly understood. 
Once a viewer is required to use 
mental efforts or make decisions, the 
cartoon’s effect is imperiled, not 
only through the unavoidable men- 
tal expenditure, but through the 
awakening of attention as well. 

So to be funny and, presumably, 
attention-getting, a cartoon must be 
brief, and with a brevity that is 
funny in itself — no fancy extras, 
no funny faces hidden in the clouds, 
no side jokes. Small wonder then 
that more and more “big name” 
cartoonists, with their proven repu- 
tations for being funny at a glance, 
are being used in advertising. 


> Another requirement of a funny 
cartoon illustration is that it show 
the foibles or humorous sides of hu- 
mans — either by demonstration or 
reflection. Show a man in an amus- 
ing situation — that’s demonstra- 
tion; use an animal or some inani- 
mate object and it becomes humor 
through reflection. This means, bas- 
ically, that there is really nothing 
laughable about anything non-hu- 
man. 

You may laugh at a dog, a cat, or 
some other animal — whether alive 
or in a cartoon — but only because 
you have detected some human at- 
titude or expression in the animal. 
The same is true of non-living 
things. You might find an oddly 
shaped hat funny, for instance, but 
the laughable quality is not the felt 





or straw of the hat itself, but the 
shape that men have given it — the 
human caprice its shape or size sug- 
gests. 

No lesser observer than the 
French psychologist Henri Bergson 
has observed that, while philos- 
ophers have defined man as an ani- 
mal which laughs, they might just 
as well have called him “an animal 
which is laughed at; for if any other 
animal, or some lifeless object, pro- 
duces the same effect, it is always 
because of some resemblance to 
man, of the stamp he gives it or the 
use he puts it to.” 


> While there are as many kinds of 
cartoons in advertising art as there 
are things to advertise — from 
whacky dogs in Pard ads to Little 
Lulu doing her bit for Kleenex — 
our over-all analysis shows that all 
ad cartoons fit into eight general 
categories. These categories are as 
follows: 


Displacement. . This covers those 
cartoons that use a thought-shift or 
a transfer of meaning to form a hu- 
morous basis. The original intent of 
an action or statement is displaced 
by a comic second meaning. 

A good example of this is the 
series of national cartoon ads run 
by Wynn Oil Co. 


Nonsense as a technical means 
- « The cartoonist using this tech- 
nique to best avail in ads who comes 
to mind first is Virgil Partch, or 
“Vip” as he signs his dawings. The 
basis for this group is absurdity. By 
showing an absurd situation, or 
having a character say an absurd 
statement in a normal situation, hu- 
mor is obtained — and a client’s 
product is presumably met with 
pleasure henceforth. 

The much-admired ad series Vip 
does for Angostura Aromatic Bitters 
epitomizes this use of nonsense as a 
technical means. 

Charles Addams’ too-infrequent 
ventures into the advertising field 
usually fit into this same category. 
His weird characters are chillingly 
absurd to the point of being funny 
— but never, it seems, past that 
point. 


Faulty rationale . . Ad cartoons 
in this category use a play on logic 
to achieve their amusement value. 
Humor comes when a situation, usu- 
ally acceptable or understandable 
under ordinary circumstances, is not 
logical because some innovation or 
happening makes it illogical. Take 
the Bigelow Carpet ads, for instance, 
which gain their humor by depict- 
ing odd cases of rug-laying. 


Automatic errors of thought. . 


This category covers those advertis- 
ing cartoons that show humor 
through a slip of the tongue or an 
unthought-out expression or action 
which on the surface — ordinarily 
makes sense, but in certain circum- 
stances becomes humorous. One 
advertiser who uses this kind of 
humor (and another kind as well as 
we will see later) is the Phoenix of 
Hartford Insurance Co. 


Representation through the op- 
posite . . This group is perhaps the 
most used of all the categories of 
ad cartoons for in it fall the many 
cartoons that depict funny animals, 
animated non-living objects and 
nearly all drawings that show peo- 
ple out of place doing things they 
don’t ordinarily do or are not ex- 
pected to do. A tv example is the 
Kleenex commercial that shows a 
chubby white dot that sails through 
the sales message doing the things 
that Little Lulu sings, things that 
Kleenex Tissues are credited with 
being able to do. 


Outdoing-wit . . Humor follows 
humor in this category to give a 
final multi-comic situation. The 
Phoenix of Hartford Insurance 
Company cartoons ad series went 
themselves one better recently with 
a funny drawing with an added 
touch that puts it in this group. 


Indirect expression with allu- 
sion . . In this category are car- 
toons that are based on understate- 
ments of expression, indirect refer- 
ence to causes, or referable allusion. 
An example of the last of these 
three cases (and one in which the 
expression is indirect and is an al- 
lusion to the causal past action) is 
the smart cartoon by Whitney Dar- 
row Jr., done for Consoliated Enam- 
el Printing Papers. 


Omission . . Oftentimes an ad car- 
toon shows a situation that takes 
place after an action that, though 
not shown, is the basis of the car- 
toon’s humor. Because the action 
isn’t seen and the joke depends up- 
on that action, the humor falls on 
the action’s omission. Perfect ex- 
amples of this are the ads for West- 
ern Union. They show people in all 
sorts of uncomfortable situations 
that require them to wire home for 
money. 


> And there you have the eight 
categories into which all ad car- 
toons fall. Fractional cartoons, fun- 
ny heads, are not true ad cartoons, 
but rather symbols in cartoon style, 
and don’t deserve to be placed: in 
a special category. 

These eight, you will find, should 
serve quite well in categorizing your 
next cartoon endeavor. 44 
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TEN-SHUN! 
IDEA ART 
> PORTFOLIO 


FOR DUTY! 


Fifth Annual Idea Art Portfolio just 
off the press! All new—100 fresh, 
unusual light-touch drawings with 
copy lines to suggest infinite uses. 
Glossies ready for reproduction. 
Plastic 9x12 ring binder. IlIlus- 
trated index! Complete $29.50. 


ORDER ON APPROVAL FOR 
5-DAY FREE EXAMINATION! 


IDEA ART 
309 Fifth Ave., New York 16, N.Y. 
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200 CARTOONS 


by nationally famous magazine 
cartoonist Glen Bernhardt 


$Q)50 


@ the best of ‘dt’s a created 
originally on tea Look, Esquire, True, This 
World, Hearst Publications, etc. . . over 
$5,000 in fresh cartoon ideas for $9.50. 


@ cross-indexed into 134 categories. 


@ clip & use in your ads, house organs, 
etc. 


BERNHARDT CARTOONS 
733 A St., Hayward, Calif. 
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How We Got the Photo 
Number 19 in a Series 


Shooting Close 


Shooting Far 
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When you want to get 
an extreme close-up and 
capture distance as well, 

you'd better learn 
a few camera tricks. 
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In planning the 1959 campaign 
for James Lees & Sons’ new carpet 
line, the art department at N. W. 
Ayer & Son was given the assign- 
ment to get a shot of a room-size 
carpet in color, while keeping the 
texture and detail of a close-up. 

The objective was to show the 
edge of the carpet closest to the 
bottom of the ad in near-micro- 
scopic detail. At the same time, the 
lush texture was to remain, even 
while the carpet receded on the 
page to show a full-room size. 

As explained by Ayer art direc- 
tor Frank Farrell, the basic prob- 
lem was that of combining two old- 
er methods of illustrating carpets. 
One was an over-all room effect, 
and the other the close-up. But 
this had to be done in one photo- 
graph. 


> Charles Thill of Muray Studios 
was given the assignment. Mr. Thill 
and Mr. Farrell spent an entire 
morning doing nothing but experi- 
menting without taking a single 
photograph. 

It was a matter of trying different 
lenses and different cameras to de- 
termine if the proper effect could 


be captured. The right combination 
turned out to a short focal lens 
and camera which would get a com- 
pletely sharp picture throughout. 
A slight roll in the forward part of 
the carpet helped obtain the effect, 
since it was closest to the camera. 

Another area of constant experi- 
mentation incidental with the 
photograph was that of color fil- 
ters. As it turned out, according 
to Mr. Farrel, the filters recom- 
mended for the particular film 
never worked. 


> Naturally, the “Emberglow,” a 
sort of yellow-orange shade, had 
to be reproduced as perfectly as 
possible. After much experiment- 
ing, both with film and filters, the 
photographer finally came up with 
what is considered a true color. 
The book literally was thrown 
away to obtain true shades and ac- 
cents. 

Time employed with this was al- 
most five times the original esti- 
mate, but the best mark of suc- 
cess is the enthusiasm of Lees. 

Exact details of the filter com- 
binations used and lens measure- 
ments employed are being kept 
secret by Lees. 44 
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You, too, can become an expert balloonist 


with PIONEER’S “Advertising Balloon Fact 
Pack,”’ a handy file folder containing full 
color balloon illustrations and prices, adver- 
tising balloon ideas, ordering instructions, 
imprint work sheet and order blank. Write 
Betty Wolfe for your free copy at... 


ste PIONEER utter Company 


410 Tiffin Road . Willard, Ohio, U.S.A. 


Litho in U.S.A. 


In your promotion plans 
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The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Dear Mrs. Wolfe: 

Please send me your FREE “‘Advertising Balloon 
Fact Pack’’. 
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Quality DEMANDS 


Attention 


Here at Boston Envelope, Skilled 
Craftsmen combine to produce Envelopes 
“Bilt-To-Fit” your requirements. 
Envelopes that DEMAND Attention 
because of visual appeal and Quality 
of construction. Showing pride in your 
product and the importance of your 
message is constantly obtained through 
fine envelopes, Call or write us today... 
and let us show you why New England's 
Largest “Direct To User” Envelope 
Manufacturer, is high in Quality, 
economical in price, 
and prompt on delivery. 


Fjoston Envelope Co. 


Serving the New England and New York areas 
with ces at: 


BOSTON 
297 High St., Dedham, Mass. FAirview 5-6700 
NEW YORK 
576 Fifth Ave., JUdson 2-5966 
PROVIDENCE 
86 Weybosset St., Prov., R.!. GAspee 1-1258 
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ste PLASTIC DECALS 


Tough, permanent, waterproof Vinyl Plastic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


Sample 119-H Ann Street 
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Direct Positive Paper 
Cuts Photocopy Costs 


A new, direct positive paper, de- 


| signed to cut cost and time in re- 


| introduced by Photostat 


producing positive prints, has been 
Corp., 
Rochester, N. Y., manufacturer and 


| distributor of photocopy offset and 
| microfilm equipment. 


Developed 


specifically for use 


| with Photostat equipment, the new 
| positive paper eliminates the extra 


step of making negatives in repro- 
duction positive prints of top qual- 
ity. It has been field tested in ten 


| installations throughout the coun- 
_try over the past year. According 
| to Photostat, the tests revealed that 


users could realize significant sav- 
ings on the over-all cost of repro- 
ducing positive prints. 

The new positive paper is avail- 
able in roll lengths of 150, 350 and 


| 500 and in widths up to 18”. It 
| comes in three weights—card stock, 


standard and thin. 

Conversion in the field will per- 
mit the Photostat No. 4 and No. 2 
Continuous Process Pin Bar ma- 
chines to be used with the new pa- 


| per. 44 


| High Speed Movie Film 


Solves Light Problems 


A new, high-speed color motion 
picture film that enables commer- 
cial producers to obtain color foot- 
age under previously impossible 
lighting conditions has been an- 
nounced by Eastman Kodak Co., 
Rochester, N. Y. 

Kodak Color Reversal Film, Day- 
light Type, SO-260, has a normal 


| exposure rating of 160—compara- 


ble to the fastest black-and-white 


= § 
gyre sre 
—— . 


VOOKA 


ee 


Best Ads with Music . 


cine films now made. A companion, 
tungsten-balanced film, Eastman 
color Reversal Film, Type B, SO- 
270, has a normal index of 125. The 
new film is said to combine excep- 
tional speed with adequate sharp- 
ness, moderate grain pattern and 
excellent color reproduction. East- 
man Kodak expects commercial 
motion picture producers to find the 
film particularly valuable when 
photographing fast-moving objects 
or interior scenes which formerly 
posed lighting problems. 

The new film is now available in 
limited supply and will be in full 
supply early in 1960. It can be pur- 
chased through Kodak dealers or 
through Eastman’s professional mo- 
tion picture film agent, W. J. Ger- 
man Co. in Fort Lee, N. J., Chi- 
cago, and Hollywood, Cal. 44 


New Pen Draws In 
Seven Line Widths 


An artist's fountain pen with 
seven interchangeable points for 
different line widths has been de- 
veloped by Koh-I-Noor Pencil Co., 
Bloomsbury, N. J. Designed for 
drawing, ruling and lettering, the 
new model (No. 3065) provides line 
widths of 00, 0, 1, 2, 2%, 3 and 4. 

Each point section has its own 
refillable translucent plastic ink 
cartridge. The entire set includes 
a squeeze bottle dispenser for ink 
and a box which serves as a per- 
manent container for the holder 
and point sections. Each point is 
numbered and color coded for 
quick identification. Points can be 
interchanged without ink smear on 
hands or work. All types of draw- 
ing, regular and acetate inks can be 
used. The set will retail for $18. 44 


CAT 


. « These two ads tied for first place in the 9th competition for 
| ads which use music as a theme, sponsored by the American Music Conference. Law- 
| rence C. Gumbiner and McCann-Erickson are the responsible agencies. 





What’s New in 


ENVELOPES 


Although the envelope is one of the basic elements 
of direct mail, it’s too often taken for granted; its 
developments overlooked. But envelopes can be exciting] 


If there is drama in the magical 
transformation of paper into thou- 
sands of different products for hun- 
dreds of different uses, then en- 
velopes are at the center of the 
stage. 

For envelopes are constantly 
finding new uses for paper. The era 
when envelopes were merely a pro- 
tective cover for correspondence— 
something you opened to read your 
mail—went out with the Pony Ex- 
press. Envelopes still perform their 
classic role, of course, but beyond 
the mail the envelope has a career 
like that of a chameleon. 

You find envelopes at almost 
every turn. They are used to pack- 
age and merchandise goods in hard- 
ware, drug and department stores; 
to provide rust inhibitor protection 
for delicate machine parts; to serve 
as a “spare” button package and 
merchandising booklet for garment 
manufacturers. Envelopes are used 
to protect airline and other trans- 
portation tickets plus giving vital 
passenger information for a happier, 
more restful trip; to frame a cher- 
ished snapshot; and hundreds of 
other end uses. 


> One particular envelope which 
can be found at least once in every 


This article is based on material fur- 
nished AR by D. Robert Bonebrake, Ad- 
vertising & Sales Promotion Manager, 
Tension Envelope Corp., Kansas City, Mo. 


household is the insurance policy 
jacket. Most persons just don’t think 
of this as an envelope. A recent de- 
velopment in one large insurance 
company, where 17 different policy 
jackets were in use, graphically 
illustrates how some of the never- 
ending “new” envelopes come about. 

After an analysis of the system 
in effect, the company was provided 
with a special cellophane window 
envelope which exposed all per- 
tinent policy information and elim- 
inated the need for duplicating the 
policy information on the face of 
every envelope. Sixteen different 
sized and spaced jackets (enve- 
lopes) were eliminated to simplify 
storage and inventory control, stop 
mistakes in policy inserting and 
give the policyholder a much more 
attractive package. 


> Knowledge gained in the applica- 
tion of window materials in such 
envelopes as the policy jacket 
played a big part in the recent de- 
velopment of another special enve- 
lope. 

For many years, photofinishers 
throughout the country had 
searched for an inexpensive means 
of providing a frame for the cus- 
tomer’s snapshots. The new enve- 
lope provided an inexpensive pack- 
age but in addition gave the cus- 
tomer an easel-type frame for his 
pictures. The photo finisher proc- 
esses the roll of film, chooses the 


best of the prints and inserts all of 
the pictures, with the best showing 
through the window, into this frame 
envelope. 


> When postal regulations were 
changed to allow the use of other 
windows besides the customary 
“address” window in envelopes, the 
display window envelope came into 
being. Now, many direct mail busi- 
nesses use this means of attracting 
and holding readers. They utilize 
the artwork and color of their en- 
closure as a “teaser” which shows 
through the display window. The 
shape of the window or windows 
(more than one can be used) varies 
from artist’s pallets, automobiles, 
shoes, fruit baskets to squares, 
circles and diamonds. (See AR, 
February, 1958, p. 71.) 

It works, too. One well-known 
pharmaceutical house wanted to 
promote a complete “family” of 
formula products for infant feeding 
to docters. Using full-color repro- 
ductions of items in its collection 
of pediatric antiques, some dating 
back to the pre-Christian era, it 
took advantage of the display win- 
dow envelope to draw quick atten- 
tion to its mailing. 


> Another new development which 
is now being tested is an envelope 
which cuts the cost of developing 
inquiries and makes it easy and in- 
expensive to mail credit, member- 
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DO YOU WANT TO 
SAVE 
MONEY? 


Write today 
fora 
copy of... 


yours with 


oe me ae) 


“COLOR 
MAGIC is 


This booklet tells you 
about the new way to buy 
advertising literature 

in four color process 

at amazingly... 


LOW PRICES 
H. S. CROCKER CO., INC. 


San Francisco, 720 Mission - Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th + New York, 11 W. 42nd 
Detroit, 19600 W. McNichols . Baltimore, St.Paul & 24th 
Seattle, 322 Colman Bidg. - Portiand, 1325 S.W. 13th 


eh i4d. elt 
BUSINESS FOR OVER 30 YEARS 


MC reba la 
LETTER & MAILING 
SERVICE 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Webash 2-8655 and Just Ask for Marie 


a Leller Stop W. 


431 SoutH DEARBORN STREET 
Curcaco 5, Itt. WABASH 2-8655 
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All in One 

This envelope 
combines, in a 
single piece, letter, 
return card, and 
outside envelope. 


ship, discount, identification and 
similar cards. This newcomer is a 
combined envelope, message and re- 
turn card. Its construction is similar 
to that of an advertising style en- 
velope, except that one side flap 
is extended to lengths of 3” to 544” 
(depending upon the desired size 
of return card or credit card and 
the lengths of the envelope). This 
extension is perforated for easy 
tear-off. The new envelope is de- 
livered to the mailer sealed and he 
needs only to address the card 
through the open window. This 
serves as the address plus the iden- 
tification on the card. 

Such an envelope eliminates the 
normal inserting operations and 
costs, extra addressing and the ex- 
tra pieces usually comprising such 
a mailing. For certain types of offers 
the indications are that it will pull 
returns or inquiries in quantities 
very close to that of a mailing us- 
ing a mailing envelope, a letter, the 


| enclosure and a return card or en- 


velope. 


> Another envelope that already has 
been used successfully by publish- 
ers, fund raising groups, financial 
institutions, insurance companies, 
and manufacturers is an envelope 
that is ready to go for a round trip. 

New construction features of this 
envelope have, however, made it 
easily adaptable for use by other 
businesses, too. For example, the 
addition of coin pocket and addi- 
tional perforation features makes 
the round-trip envelope particu- 
larly suitable for the mail-order 
photo finisher. 

The round-trip provides the out- 
going envelope, the merchandising 
piece, and/or a perforated coupon 
and the return envelope with a 
built-in coin pocket for returning 
cash with the order. A nationally 
known chocolate syrup manufac- 
turer has recently used a similar 
piece to obtain orders for sample 


units of a new product—and he was 


swamped. 


> One of the greatest single de- 
velopments in the envelope indus- 
try in the last 25 years is the latex 
adhesive closure for envelopes, 
which provides the mailer with 
moistureless closure of envelope 
flaps. It also gives positive sealing 
action without the danger of 
“popped” flaps for envelopes con- 
taining unusual bulk. 

Mail room personnel need only 
to press the seal flap and the latex 
strip on the back of the envelope 
together and it’s sealed. This same 
procedure has made possible new 
economies. 

It’s true that the adhesive closure 
did present a problem for some 
packagers, however. For products 
requiring inspection by the pro- 
spective buyer, the flap sealed so 
securely that inspection mutilated 
the flap and envelope. 


> This need brought about an addi- 
tional latex formula which can be 
opened and resealed several times 
without weakening the sealing fea- 
ture. Moreover, it does not deface 
the merchandising package in any 
way. Both of these closures are des- 
tined to play a much more im- 
portant role in many mail room op- 
erations with the beginning of new 
and higher postal rates. 

In general offices where mail is 
gathered for distribution to branch- 
es, dealers, etc., at the end of each 
day, a single envelope will in most 
cases handle the bulk. There’s no 
need to add the extra weight of 
gummed tape so often used. The 
addition of this “safety” factor tape 
will many times throw the mailing 
weight into the next bracket and 
hence add substantial postage costs 
over a year’s period. 

There is now available equipment 
to manufacture these envelopes in 
commercial and official styles. Mo- 





tels and hotels are now using them 
for guest stationery (particularly in 
areas where high humidity affects 
regular gum). Businesses are using 
them for executive and other pri- 
vate mail and some department 
stores have started providing ad- 
hesive closure envelopes to their 
charge account customers for re- 
turn envelopes. 

In many banks, these “seal at a 
touch” envelopes are used for all 
bulky statement mailings and on 
part, or even all, of their regular 
statements. In either case, the 
sealing of the envelope by the per- 
son inserting the statement elimi- 
nates the possibility of a statement 
falling out of the envelope and be- 
ing inserted into the wrong enve- 
lope in the mail room. Considerable 
embarrassment has resulted in the 
past from such an occurrence. 


> As in other industries, most new 
envelopes come about as a result of 
a problem confronting an envelope 
user or in the recognition of a new 
possibility when searching for an 
answer to a completely different 
envelope problem. 

Several years ago when one maii- 
ufacturer told an envelope manu- 
facturer that his machine parts had 


At a Touch FF 
With a special latex 
coating on back and 
flap, these are used 
for merchandise or 
parts as well as 
mail. Some can be 
opened and reclosed; 
others are permanent. 


Peek-a-Boo 
Envelopes with a 
special window add 
color and interest 
to a mailing. 


to be covered with grease to pre- 
vent rust while in storage, the en- 
velope people recalled experience 
gained in a soft drink powder pack- 
aging to present an alternative solu- 
tion. 

New rust inhibitor papers on the 
market were too expensive to use 
as complete packaging envelopes 
but a patch or wrap-around of this 
paper inside a regular envelope 
proved to provide the same rust 
protection. Now, precision parts of 
all kinds can be thoroughly pro- 
tected for a year or more from pos- 
sible rusting without the mess and 
time-consuming process of a grease 
coating before packaging. 


> James Logan, an_ outstanding 
leader in the envelope industry of 
his day, long ago observed that the 
kind of envelope used was a ba- 
rometer of the user’s prosperity. 
And today it’s often considered a 
barometer of his selling skill. This 
is pointed up by the growing use of 
color and creative design to win the 
reader’s interest and make a fa- 
vorable impression. 

Many years ago, color was used 
by business houses for their en- 
velopes but only as a means of 
identification. No one had yet 





the flap and 
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Tension Envelope Corp. 


815 East 19th Street 
Kansas City 8, Missouri 


Please send me samples of the new 
Tension Sim-Pull Envelopes. 


ND sterner 

Nala sierecnietinicinciaenciag 

Pi CO acc cinicccictetemitnimmmcniianenisaan 
| REL 
C00 neice acicierens MNO ne gaia 


December 1959 + Gp + 105 





HPleasme &s latow oo, 
and lies as much. 


—WILLIAM COWPER 1731-1800 


it will be a pleasure to go into 
labour for you — tired or no 
tired. 


ADVERTISING SERVICE 


INCORPORATED 
$2) SOUTH WABASH AVENUE * 
Fast ond 


y 
Since 1919 
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Ist CLASS POSTAGE for 
3rd CLASS RECEPTION 7 
rs 


@ Retain the dignity your 1st class 
must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 


DYES 


ONVELOPE CORPORATION 


41C AGO 172, iLk 
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thought of printing corner cards on 
envelopes. Today, companies are 
using particular colors and designs 
for their envelopes because the mo- 
tivational researchers recommend 
it. Businessmen want their letters 
and packages to command attention, 
to reflect the character of their 
business, to “put their best foot 
forward.” And the envelope indus- 
try has hired top creative talent to 
do it. 

Indeed, the envelope has come a 
long way. Once it was merely a 
piece of paper folded together and 
sealed with sealing wax. Today it’s 
found everywhere, doing a multi- 
tude of jobs. It is constantly chang- 
ing, too. For new needs are con- 
stantly arising, and each new re- 
quirement brings new designs. 


> One thing that hasn’t changed 
through the years, however, is the 
philosophy of envelopes. You catch 
a modern note in this advertisement 
written at the turn of the century: 

“People notice envelopes. The 
first thing you notice about a letter 
is the envelope. Sometimes the im- 
pression made by that is too deep 
to be changed by the letter inside. 
Are your envelopes creating good 
impressions upon the people who 
get them?” That was said back in 
1900—it’ll still be said ir the year 
2,000. 

For human nature changes slow- 
ly, if ever. People judge by first im- 
pressions. And miilions of first im- 
pressions are made by envelopes. 44 


New Direct Mail Service 
Reaches Teen-Age Market 


A direct mail service that reaches 
high school students via their in- 
structors has been developed by 
Special Correspondents, Chicago. 

The SC plan has been developed 
to use client-produced literature of 
an informative, educational nature 
plus SC mailers that explain the 
client’s offer plus a business reply 
card. 

SC handles all addressing and 
mailing, including postage on the 
reply cards, and keeps up-to-date 
result reports on the campaign. Ac- 
tual reply card requests are turned 
over to the client for handling. The 
service is available on a national, 
regional, or local market-basis. 

A folder is available. 

. « « for more details circle, 1225, page 129 


New and Old Machines 
Shown in Color Catalog 
A 24-page catalog of new and re- 


built office machines has been pub- 
lished by Addressing Machine & 


Equipment Co., New York. 

A three-color booklet celebrat- 
ing the company’s 40th anniversary, 
the catalog illustrates and compre- 
hensively describes the many re- 
built, as well as new, machines 
carried by the “Department Store 
of Office Machines.” 

Among the office machines shown 
in the catalog are various models of 
the Addressograph, Adding Ma- 
chine, Accounting Machine, Graph- 
otype, Calculator, Elliott Addresser, 
Duplicating and Offset machines, 
Mimeograph, Multilith, Speedau- 
mat, etc. 

+ « « for more details circle 1226, page 129 


Speedy New Mimeograph 
Unit Ups Production 11% 


A new mimeograph machine, said 
to operate 11% faster than any 
previous model, has been intro- 
duced by A. B. Dick Co., Chicago. 
The machine can reproduce well 
over 10,000 copies per hour, ac- 
cording to the manufacturer of du- 
plicating equipment and supplies. 

The new model—No. 455—has a 
variable speed control which per- 
mits the operator to select the 
speed best suited to the length of 
the run. A newly developed auto- 
matic fluid inking system enables 
the unit to reproduce 10,000 copies 
after a single filling of the ink 
cylinder. The special receiving tray 
acts as an automatic copy stacker 
and permits immediate collating, 
folding or two-side mimeograph- 
ing. 

For feeding round-cornered pa- 
pers and certain hard-to-feed card 
or paper stocks, a special auxiliary 
paper retainer kit is included as 
standard equipment. 44 


Carbo-Snap Labeling 
Described in Folder 


A fact folder on “Carbo-Snap,” 
a low cost label addressing idea is 
available from Penny Label Co., 
New York. 

Available in sheets of 24 or 33, 
the Carbo-Snap labels are approxi- 
mately 1x3” in size, with attached 
carbons and second sheets. Each 
label is glued on the reverse side. 
Anywhere from two to six addresses 
can be typed in one operation with 
the labels on a top safety stub 
keeps copies in perfect register. 
Each sheet of labels is numbered 
for easy identification. 

The Carbo-Snap folder shows a 
piggy-bank chart of savings to be 
gained: when using these labels as 
part of your mailing program. 

- « « for more details circle 1227, page 129 
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And 
THESE Great Papers 
Make The Finest 


Envelopes crops emcee 


The fine papers of these well-known mills are 
converted by Old Colony—with the utmost 
respect—into such versatile products as... 


Cotton Fiber Content and Sulphite Wedding, 
Social and Business Announcements... Deckle 
Edge and Booklet Envelopes . . . Cotton Fiber 
Content and Sulphite Commercial and Official 
Envelopes ... Stationery Boxes and Cabinets... 
Square and Round Corner Cut Cards... 
Specialties. 


Brown Company 
All Envelope Lines 


Chemical Fine Paper and Board Division 
Standard Packaging Corporation 
Sno-Parch 


Eastern Fine Paper and Pulp Division 
Standard Packaging Corporation 
All Envelope Lines 


Mead Papers, Inc. 
All Bond Envelope Lines 


Mohawk Paper Mills, Inc. 
Mohawk Vellum, Mohawk Superfine Bond, 
Cortlea, Poseidon Opaque, Diana Text 


Nekoosa-Edwards Paper Company 
Nekoosa Bond, Ardor Bond, Nekoosa Wove 


Rising Paper Company 
All Envelope Lines | 


Strathmore Paper Company 
All Envelope Lines 


Valley: Paper Company 
Air Route Bond 


S. D. Warren Company 
Warren’s Standard Booklet Envelopes 


For converted items at their finest, be sure they are made by... 


ENVELOPE COMPANY 


WESTFIELD, MASSACHUSETTS 
Envelope Makers To The Wholesale Paper Trade 
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Doctors from far-off Siam to 
“near-by” Sweden received an un- 
usual surprise this spring. Begin- 
ning in March and _ continuing 
through June, 50,000 doctors in 21 
countries throughout the Eastern 
Hemisphere received a unique ser- 
ies of mailing pieces from the 
United States. 

Each of the 50,000 doctors—repre- 
senting a total of eight different 
languages—read about Abbott Lab- 
oratories’ new antibiotic, Erythro- 
cin, in his native language. 

Erythrocin was the first in a two- 
part campaign to reach foreign- 
speaking doctors in their native 
language. Mailings are currently 
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How to mail 


One of the problems of international 
_advertising is to use many languages 


being sent out on Abbott’s widely- 
known antianemic, Iberol, and will 
arrive during the summer and early 
fall. 


> Producing advertising in various 
languages is nothing new for Ab- 
bott’s international staff. The com- 
pany’s magazine for physicians, 
What’s New, has been published in 
French, Italian, Portugese and 
Spanish—as well as an Oxford Eng- 
lish edition for the United Kingdom. 
And for years Abbott has spoken 
the local language in medical jour- 
nals, technical brochures, direct 
mail and, of course, on the labels 
of its products. Currently the firm 


correctly and economically. 


In the Iberol series, simple 
black and white art and 
copy were used. The small 
photographs, in full color, 
gained impact from their 
contrast with the ample 
white space. 


For Erythrocin, heavy blind 
embossing attracted atten 
tion. The inside, far right, 
used familiar safety signals 
and bright red and greer 
circles. 


is using 19 different languages in 
one way or another. 

The present direct mail series, 
however, is more extensive than 
anything the company has done be- 
fore and it features certain produc- 
tion gimmicks which economy- 
minded advertisers may wish to 
adapt to their own overseas jobs. 


> “Safety First in Antibiotic Ther- 
apy” was the key to this six-part 
series of 300,000 parallel-fold mail- 
ing pieces sent to the widely-dis- 
persed group of doctors. 

To illustrate that “Erythrocin is 
remarkably safe,” Abbott chose six 


. ++ Continued on page 110 
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universal safety symbols—a _ rail- 
road crossing sign, a bicycle wheel 
reflector, a semaphore signal, a 
lighthouse, a floating buoy, and a 
policeman’s gloved hand. A differ- 
ent safety symbol was then used 
every week, for six weeks, until 
each of the six mailing pieces had 
been mailed. 

To reach the doctors, Abbott 
branch offices throughout the East- 
ern hemisphere prepared six sets 
of six gummed address labels. These 
were forwarded to Abbott’s Chi- 
cago office. Those branches without 
the facilities of an Addressograph 
machine sent a single typewritten 
list of local doctors and the labels 
were produced by Chicago person- 
nel. They were typed on Multilith 
masters, run off in sextuplicate on 
gummed sheets, and then die-cut to 
individual label size. 


> The body copy used in the mail- 
ings was written first in English and 
then sent to the overseas Abbott 
offices for translation or adaptation. 
This copy, featuring the “Safety 
First in Antibiotics” story, and the 
product indications—the ills the 
product helps cure—was the same 
for all 21 countries. 

“Producing these mailing pieces 
within a limited budget was an in- 
teresting challenge,” said Mr. Rob- 
ert Tucker, art director for Ab- 
bott’s international advertising. 
“Because the translated copy came 
in to us at varying times, we felt 
it best to make a single run of just 
the art and color work of all six 
mailings, and omit the copy for the 
time being. 

“So, we planned the art so that 
the mailing pieces—each featuring 
a different safety symbol and using 
different combinations of red and 
green-colored discs—were printed 
together on a single 401x76-inch 
sheet. We ran off 25,000 of these 
single sheets on a four-color lithog- 
raphy press and put them aside un- 
til our overseas offices returned the 
local-language copy.” 


> As copy began filtering into Ab- 
bott’s home office from such far-off 
places as Athens, Beirut, Bangkok, 
Hong Kong, type was set, etched 
and pasted into position for the 
camera, and press plates were made 
for imprinting each separate lan- 
guage in varying - quantities. In 
certain Middle Eastern and Orien- 
tal languages, for which display 
typefaces are not readily available 
in the U. S., handlettering was used. 

The words “Safety First” in each 
of the eight languages were blind 
embossed on the front panel cover 
of all six mailing pieces with a 
single impression. The heading 
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across the three-panel inside spread 
completed this safety idea by say- 
ing,” . . . In Antibiotic Therapy,” 
while the remaining two back 
panels showed the product indica- 
tions and listed the countries of 
the Eastern hemisphere in which 
Abbott is represented. 


> When the mailing pieces were 
completed, the first in the set of six 
labels addressed to each of the 
50,000 doctors was affixed to an en- 
velope, a mailing piece (featuring 
the policeman’s gloved hand) was 
inserted, and mailing piece number 
one in a series of six was on its 
way. 

A week later, another label was 
used to direct the second mailing 
piece to each one of the doctors. 
This time, the railroad crossing 
signal was used. 

Four weeks later, the last of the 


Shopping Center 
List Released 


The 1960 Directory of Shopping 
Centers in the United States and 
Canada has been released in a re- 
vised edition by the National Re- 
search Bureau Inc., 415 N. Dearborn 
St., Chicago. 

This new edition lists 2,830 sub- 
urban shopping centers located in 
the United States, Canada and 
Puerto Rico. This figure represents 
an increase of 900 centers over last 
year’s count. 

More than 10,000 additions and 
corrections were made to bring the 
1960 edition up to date. New con- 
tents include data on the location 
and address of center, phone num- 
ber, the size and cost, date opened, 
even the availability of rental space 
and number of parking spaces avail- 
able. 

In addition, a total of 21,604 indi- 
vidual tenant stores and offices and 
3,482 shopping center personnel are 
listed, including managers, de- 
velopers, leasing agents, architects 
and others. 

Price of the 356-page Directory is 
$25. This includes monthly supple- 
ments. A 10-day free examination is 
available. 44 


Transo Envelope-Mailer 
Is Complete Unto Itself 


A new combination mailer in 
envelope format has been intro- 
duced by the Transo Envelope Co., 
Chicago. 


Marketed under the name of 


six mailing pieces was mailed. A 
similar list—with slight changes for 
product availability in certain mar- 
kets—was used later for the Iberol 
campaign, bringing the total num- 
ber of pieces over half a million. 


> Because a certain number of doc- 
tors, or their children, are phi- 
latelists, actual postage stamps were 
used throughout rather than printed 
indicia. A different commemorative 
issue was used on each mailing. 
“We hope these campaigns will 
help make the handshake between 
our detailmen and the doctors a 
little warmer,” said Bob Tucker. 
“Naturally, the brunt of the selling 
task is up to our field representa- 
tives, but we feel we’ve done our 
part in acquainting and pre-selling 
the doctors on Erythrocin and 
Iberol.” The field representatives 
think so too. 44 


“Triple-Duty” Envelopes, the new 
unit performs the functions of out- 
side envelope, letter, circular, or- 
der form, and reply envelope 
through a versatile three-fold lay- 
out and cleverly practical use of the 
printing area involved. 

They are available in 20 or 24 
pound White Wove, with one color 
on the face, another on the back. 
Price, for a minimum order of 10M 
on 20-lb. White Wove paper is 
$18.12. Large quantity prices are 
available. 

Samples of the Transo Triple- 
Duty envelopes are available with- 
out charge. 

+ « « for more details circle 1224, page 129 


New Scriptomatic 
‘Reads’ Right Data 


A new addressing machine that 
can “read” punched cards has been 
introduced by Scriptomatic Inc., 
Philadelphia. 

The model 10-S features an elec- 
tronic sensing device that enables 
the machine to selectively address 
and count simultaneously without 
disturbing file sequence. The mas- 
ter also can be a card for IBM, 
Remington Rand, or other punched 
card systems. 

Designed to bring automatic list 
handling within the reach of every 
mailing list user, the machine can 
be switched from automatic feeder 
to hand-feed in less than one min- 
ute’s time. 

Complete information can be ob- 
tained from Scriptomatic Inc., 1105 
Vine, Philadelphia 7. 44 





\ gem | envelope papers 
approved by 


customers 


Just the right qualities in the right proportions 
make Champion envelope papers first choice of 
envelope users and suppliers. Through the wide 
range of os converters can offer their 
customers quality, availability, the right 
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choose from this list of 
“user approved” 
Champion envelope papers: 


No. 1 White Envelope 


White Radiant Envelope 
Smooth and Antique Finish 


White Foldur® Kraft Envelope 


Chamfico® Colored Wove Envelope 


Canary, Pink, Goldenrod, Light Blue, Green, Cherry, Dark Blue 


Granite Envelope 
Blue and Green 


Buff Ne’er Tear Envelope Smooth 
Rough—substance 32 only 


Gray Kraft Envelope 
Suntan® Kraft Envelope 


THE CHAMPION PAPER AND FIBRE COMPANY 


Hamilton, Ohio 


Mills at Hamilton, Ohio; Canton, N. C.; Pasadena, Texas 

District Sales Offices in New York, Chicago, Philadelphia, Detroit, 
St. Louis, Cincinnati, Atlanta, Dallas and San Francisco. 
Converters in every major city. 





A Trademark with a History 


For 60 years, the National Biscuit Co. 
has used the same basic trademark, 
but with changes to meet changing times. 


By H. F. Schroeter 

Director, General Advertising Dept. 
National Biscuit Co. 

New York 


Trademarks, like people, change 
in appearance as time goes by. 
Modifications in a basic trademark 
reflect changes in the industrial 
scene and in the company’s mar- 
keting patterns as much as they re- 
flect changes in personal taste. 

The trademark history of Na- 
tional Biscuit Co. offers a fine ex- 
ample of how—and why—trade- 
marks change through the years. 


> In 1898 National Biscuit Co. was 
formed through a merger of four 
regional cracker bakeries and head- 
quarters were set up in Chicago. 
Until the early 1890’s, baking had 
been a strictly local trade and 
cracker baking was no exception. 
But as the country grew, increased 
competition eventually led to a 
wave of mergers. The formation of 
National Biscuit, through the four- 
way consolidation, was unusual 
only in that it was one of the larger 
mergers. 

The leader of the group was a 
man named A. W. Greene whose 
initial act was to start the cracker 
barrel on the path to oblivion. Un- 
til the days of the National Biscuit 
merger, crackers had always been 
shipped in bulk to grocery stores, 
and, from there, doled out in paper 
bags. Mr. Green first conceived the 
idea of packaging crackers right at 
the bakery. For the cracker itself 
he improved the flavor, found a dis- 
tinctive shape and gave it a name— 
Uneeda Biscuit. 

Almost simultaneously, an asso- 
ciate of Mr. Green invented a spe- 
cial type of packaging formed by 


interlocking a sheet of wax paper 
liner with a cardboard shell. To 
this day, the package has not been 
displaced as the basic cracker and 
cookie carton. 


> Thus, in 1899, A. W. Greene and 
associates came out with a brand 
new product, in a brand new con- 
tainer, marketed in a brand new 
way. 

When he was satisfied with the 
basic package and the trademark 
Uneeda, he then went to work on 
the package design. A bookbinder’s 
design he found on a book in his 
own library so appealed to him that 
he transferred the design to the 
Uneeda package. 

He then found a trademark sym- 
bol for the biscuit’s unique pack- 
aging feature, the interlocking wax 
paper and cardboard shell con- 
tainer. That symbol, too, came from 
his library. He was intrigued by a 
fifteenth century print mark used 
as the symbol of the Society of 
Printers in Venice. The symbol—an 
oval topped by a mark resembling 
a telegraph pole—was combined 
with the trade name “In-Er-Seal” 
and placed at each end of the box 
on the papers which secured the 
ends of the wrapper. This cross- 
and-oval symbol remained un- 
changed until 1918. 


> In its first 20 years, the company 
had been marketing more and more 
varieties of crackers and cookies, 
many of them with distinct brand 
names of their own. The company 
had become known throughout the 
This article is based on an address 
given before the United States Trade- 
mark Assn. and published with its per- 
missicn as copyright owner. 
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Medieval Symbol . . . Inspiration for the 
trademark came from this 15th Century 
symbol of the Society of Printers in 
Venice. 


country as NBC. In 1917, National 
Biscuit put these letters into the 
cross-and-oval symbol further 
identifying the mark with the com- 
pany. 

In 1923, efforts were made to link 
more of the company’s lesser 
known products with the famous 
Uneeda. So Uneeda was placed be- 
low the cross device of the seal. 

But by 1935, the company had so 
many new varieties of cookies and 
crackers, it had become apparent 
that Uneeda Biscuit no longer 
served the tastes and wants of most 
of America as it had done in the 
past. Hence, the Uneeda identifica- 
tion was dropped from the seal and 
the trademark reverted to the 1918 
version. 


> Meanwhile, other changes were 
taking place in the world and these 
changes had their effect on Na- 
tional Biscuit Co. A new medium 
called radio had come along in the 
late twenties and the letters NBC 
had begun acquiring a new sig- 
nificance. 

Then came the depression days 
of the thirties and the merchandiser 
of consumer goods was made all the 
more aware of his trademarks and 
the need to preserve them. National 
Biscuit Co. learned its lesson about 
proper use of trademarks when, in 
1939, the name “Shredded Wheat” 
was held to be the common descrip- 
tive name of the product. Immedi- 
ately the company began to take 
stock of its other marks. One of 
them stood out—Nabisco. 

In 1901, Nabisco had been adopted 


114 + GR * December 1959 


as a trademark for a sugar wafer. 
It had been coined as a contraction 
of the company name, National Bis- 
cuit Co. But, until the Shredded 
Wheat decision was handed down, 
the company had seriously ne- 
glected seeing that the name Na- 
bisco was not placed in jeopardy 
by being improperly used as the de- 
scriptive name of the product. 

Nabisco was synonymous with 
the company name and was easier 
to pronounce than the initials NBC. 
Therefore, in 1941 the cross-and- 
oval design was changed to feature 
the word Nabisco in the oval. Thus, 
the future of the word Nabisco was 
made more secure. 


> After World War II, the super- 
market became part of the Ameri- 
can way of life. More and more 
products were placed on display for 
the housewife to select from. Man- 
ufacturers began taking their brand 
names even more seriously and 
were finding new ways to bring 
them to the consumer’s attention in 
both advertising and packaging. 

We wanted to make Nabisco 
products easier to find on the gro- 
cer’s shelves and, for this reason, 
in 1952 we designed our trademark 
as it appears today—the symbol- 
bearing red triangle you find in the 
upper left hand corner of each Na- 
tional Biscuit package. Later, we 
made the word Nabisco even larger 
by slightly enlarging the oval and 
decreasing a little the height of the 
cross. 

We have many types of pack- 
aging—cartons, cellophane bags, 
satchel bags, even cylindrical pack- 
ages. The red triangle appears on 
all of them. We see that our adver- 
tising and sales promotion mate- 
rials use this triangular mark in as 
many ways as we know. We use it 
in ads, on company letterheads and 
invoices, sales promotion literature 
and even work it into our television 
commercials. 


> Indeed, the trademark Nabisco 
has much wider application than do 
our “product marks” (trademarks 
which apply to only one particular 
product such as Oreo cookies or 
Ritz crackers). Some of our sub- 
sidiaries use the word in their cor- 
porate title, Nabisco Foods Limited 
of Canada, for instance. Our tele- 
phone operators greet you with 
“Nabisco.” Our house organ is the 
Nabisco Magazine and our cable 
address is Nabisco. 

Because new products are fre- 
quent in the cracker and cookie 
business, new names are often 
needed. Our experience indicates 
that the merchandiser finds himself 
on the horns of a dilemma when it 


comes to choosing a product name. 
He wants a name that is descriptive 
—or at least suggestive—of the 
product, and he wants that name 
protected. Usually he cannot have 
both. 

If the name is too descriptive of 
the product, he will have difficulty 
registering the mark at all, let alone 
protecting it, since anyone has a 
right to use a common, generic term 
that is already a part of the lan- 
guage. 

If he can’t protect it, will his 
product have a long or a short life? 
If a long one, has he adequate pro- 
motional funds to build up a sec- 
ondary meaning in the name which 
will make customers associate the 
name with the company—and will 
his competitors give him the oppor- 
tunity to do so? 

The name he selects must be dis- 
tinctive, must be easy to pronounce 
and must not be a common, descrip- 
tive word or phrase in its own right. 


> Although not all of our product 
mames are registerable, we have 
registered many, many product 
names. We have files and files of 
names and, of course, many of these 
are not in active use all the time. 
It is the nature of the business that 
all varieties are not steady year-in, 
year-out sellers. About half of our 
approximately 200 registered names 
are available, but this is not without 
its dangers. 

Some of these dangers lie in mar- 
keting. Suppose we use a name pre- 
viously used for a product which 
was not altogether successful. If 
we use the name, how will grocers, 


International Mark . . . The red triangle 
has been adapted to overseas subsidiaries 
and affiliates, as in this example from 
Italy. 





TYPE 
IS 
THE FACE 
YOU 
TURN = A copywriter knows the visual 


excitement created by a good head- 

TO line. How many hours of hard work and 
frustration have gone into this part of 

TH E the advertising message? How many 
have achieved greatness in copy for 

PU BLIC this alone? But how many good head- 
lines have been destroyed by poor 

typographic presentation because of 

the inability, the lack of experience and 
understanding on the part of the producer. 

You need a typographer that not only knows 

his business, but effective advertising as 

well. Advertising typography is the 

ATA member's business. He has 

made his reputation, not only 

for good typography but also for 

his ability to interpret an advertis- 

ing sales message typographically. 

Why not telephone your ATA 

typographer right now! 


lt Pays to 
Set Type Right 


Advertising Typographers Association of America, Inc. 


Executive Offices: 461 Eighth Avenue, New York City 


AKRON, OHIO 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Company 
BOSTON, MASS. 

The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 
CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, OHIO 

The J. W. Ford Company 
CLEVELAND, OHIO 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc, 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggers-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 
DETROIT, MICH. 
Arnoid-Powers, Inc. 

The Thos. P. Henry Company 
George Willens & Company 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 
Mahoney Typographers, inc. 
LOS ANGELES, CALIF. 
Adtype Service Co., Inc. 
MILWAUKEE, WIS. 

Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. « 
Ad Service Company 
Advertising Agencies’ Service Co., inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typoere hic Service, Inc. 
Centre ‘one Press, Inc. 

he Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, inc. 
A. T. Edwards Typography, inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
imperial Ad Service Corporation 
King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company, Inc. 
Chris F. Olsen 
Frederic Nelson Phillips, inc. 
Philmac Typographers, inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, inc. 
Supreme Ad Service, inc. 
Tri-Arts Press, Inc. 
Typo raphic Craftsmen, Inc. 
The yeogregnic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, inc. 
Alfred J. Jordan, inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PITTSBURGH, PA. 

Davis & Warde, Inc. 
PORTLAND, ORE. 

Paul 0. Giesey, Adcrafters 
ROCHESTER, N. Y. 
Rochester Monotype Composition Co. 
ST. LOUIS, MO. 

Warwick Typographers, inc. 
SEATTLE, WASH. 

Frank McCaffrey 

TORONTO, CANADA 

Cooper & Beatty, Limited 
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who recall its previous use, react? 


> Sometimes this file of names has 
legal dangers. Protecting a name 
which has had an interrupted use 
becomes more difficult in this day of 
mass production of fewer varieties 
in giant volume. I suspect our patent 
counsel has many an uneasy mo- 
ment. 

Then there are international as- 
pects to trademark usage. Some 
years ago, we acquired the Shred- 
ded Wheat Co., thus obtaining cere- 
al subsidiaries both in Canada and 
England. Both cereal subsidiaries 
are known as Nabisco Foods Lim- 
ited. On the other hand, about 1930 
we purchased a Canadian biscuit 
manufacturing operation but, in 
that case, found our subsidiary’s 
name too renowned to change, so 
it remains “Christie’s.” 

We have a company in Venezuela 
which uses our trademark with the 
word Nabisco inside the oval just as 
it is used here. The only difference 
is that the company name—Nabis- 
co-La Favorita—appears below the 
symbol. In Mexico, too, the trade- 
mark is an exact replica of the one 
used here except for the company 
name—Nabisco Famosa. 

Recently, in Italy, we licensed a 
prominent food manufacturer and 
distributor to use some of our 
trademarks. This is an entirely dif- 
ferent situation and—while the two 
names cannot be combined or our 
trademarks modified—two famous 
companies, Nabisco and Motta, are 
working together in a marketing 
area composed of more than 50 
countries. 


> The trademarks of National Bis- 
cuit Co. are prominent among our 
assets. They are the things which 
will enable us to market success- 
fully around the globe our crackers, 
cookies, cereals and whatever new 
lines we may develop. They will tie 
together our company and its sub- 
sidiaries in common export markets 
and they will be kept alive in mar- 
kets from which we are barred be- 
cause government restrictions but in 
which our subsidiaries and licensees 
can operate. 

In a very real sense, marketing 
lives on trademarks and enduring 
trademark similarity is a key ob- 
jective of all good advertising— 
especially introductory advertising. 
Indeed, successful marketing of 
consumer goods actually depends on 
trademarks just as it depends on 
maintaining the quality these marks 
stand for, and on observing the 
rules and regulations necessary to 
preserve them. 

In my book, trademarks are the 
basis of modern, successful market- 
ing. 44 
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How To Pleasantly 
Distort Standard Type 


“Typortionalizing”’—a long word 
coined and copyrighted by Progres- 
sive Composition Co., Philadelphia, 
describes a company service through 
which standard type is repropor- 
tioned, expanded, bent, curved and 
otherwise pleasantly distorted. 

The company offers a four-page 
folder which explains the technique 
and purposes of typortionalizing and 
how to go about ordering it. (The 
word, itself, is a combination of the 
words type, distortion and sizing.) 


Typortionalized type is type re- 
designed by Progressive from stand- 
ard faces in any of a number of ways 
that alter its shape or perspective. 
For example, a standard line of type 
sent to the company can come back 
thickened, outlined, shadowed, over- 
printed—or even placed in bas re- 
lief. 

Typortionalized material can be 
supplied in the form of glossy prints, 
matte prints (supplied on a non- 
stretch, plastic-coated paper), film 
positives or film negatives. 

Progressive’s folder explains and 
illustrates more than a dozen ways 
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6 point 


Craw 


Modern 


«widely acclaimed! 


A significant 
contribution to 
modern typography. 
Sizes 6 to 72 points. 
Ask your ATF Type 
Dealer for specimen. 


American Type Founders 
Elizabeth, New Jersey 





in which type can be redesigned to 
get special effects. It is available, 
without cost, upon request. 

+ + « for more details circle 1205, page 129 


Offers Samples of 
Pre-Cut Lettering 


Mutual Aids, Los Angeles, offers 
samples of its cut out cardboard let- 
ters designed for bulletin boards, 
signs, posters and all displays where 
cardboard lettering is practical. 

The letters, made of durable 


cardboard, come in red, black, green, 


yellow, blue or white. Two-inch 
capital letters come in sets of 180 
letters arid four-inch capitals come 
in sets of 150, each selling at $1 a 
set. Also available, at the same 
price, are numbers and signs and a 
1%” manuscript style in sets of 240 
letters. Mounting is done with a 
reusable two-sided plastic adhesive. 

. + + for more details circle 1206, page 129 


Introduces New, Compact 
Photo Composing Unit 


A small, lightweight, easy-to-op- 
erate photo composing machine has 





-a new 

bold companion 
to Craw Modern. 
The forceful, 
tasteful 


American Type Founders 
Elizabeth, New Jersey 


See your Authorized ATF Type Dealer 
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been introduced by Strip Printer 
Inc., Oklahoma City, Okla. Without 
motors, gears or technical electrical 


Simple . . Strip Printer’s new simply 
constructed, lightweight photo compos- 
ing unit requires no darkroom. 


equipment, the machine is sold with 
a three-year maintenance-free- 
guarantee. 

Named the Strip Printer, the de- 
vice requires no darkroom. Type 
sizes range from 14 point to 96 point 
with more than 500 styles and sizes 
of type and hand lettering to choose 
from. Lines can be produced on film 
or paper, positive or negative. 

A type catalog and other informa- 
tion is available. 

+ + « for more details circle 1207, page 129 


‘Ready-Made’ Layouts 
Come In New Collection 


Forty “ready-to-go” layouts are 
offered in a new collection by Mul- 
ti-Ad Services, Peoria, Ill. The 
company, which also sells stock art 
clipbooks, has for several years been 
offering ready prepared ad layouts 
that need only to have copy pasted 
in place. 

The new collection contains 40 
layouts at a cost of $14.75. Layouts 
are printed in both one and two 
colors on Kromekote stock in sizes 
84x11” and 6x9’. 

Multi-Ad Services will send a 
folder describing the folders. 

- » for more details circle 1208, page 129 
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Self-Adhesive wie 
Metallic Trim 


Self-Adhesive Displays 


4 


Self-Adhesive Self-Adhesive Convention Badges 


Decorative Trim 
Self-Adhesive Identification 


7 Ways to Become 
a “~7 RP” 


Good ideas make “Veeps” ... 

Using Fasson self-adhesive materials is a good idea! 
They’re economical, versatile — sparkle with good looks! 
Some are resplendent. 

Some utilitarian. 

Others tough and weatherproof. 


Self-Adhesive 
They come in paper, metal foils, Decorative Panel 


vinyls, polyesters, clear acetates. 
One, or all, can be right for you. 


Write for free samples. 


Fasson Products 
Dept. A-12* 250 Chester Street + Painesville, Ohio 
an AVERY company Elmwood 2-4444 


Self-Adhesive 
Nameplates 





An advertising manager outlines the systematic way his 
company uses to find the most effective p.o.p. displays. 


By John Ottman 

Manager, Advertising and 
Public Relations 

Skil Corporation 

Chicago 


There are many approaches to 
the problem of how to increase the 
effectiveness of point-of-sale ad- 
vertising materials. The approach 
we have used in our company with 
excellent results is quite simple, 
and while it consists of just seven 
basic, time-tested steps, it has not 
only made our display programs 
more effective, but it has also made 
the development of new displays 
a more smooth, orderly process. 


1. Determine objectives and do 
preliminary field work ... We ask 
ourselves such basic questions such 
as “Do we need a permanent dis- 
play or do we need a cardboard 
unit of shorter life, to tie in with 
some temporary promotion or ad- 


This article is based on a talk given be- 
fore a merchandising clinic sponsored by 
the Point-of Purchase Advertising Institute. 


vertising program? Should it be a 
counter or floor display? Does the 
job to be done require a flasher, 
or motor animation, or can simple 
artwork do the job? If the objec- 
tive calls for it to be a ‘stocking’ 
display, roughly how much mer- 
chandise should it hold and rough- 
ly how big should the display be?” 
Until we’ve taken the time to fig- 
ure out all our objectives and the 
answers to these and many similar 
questions we aren’t ready to start 


any specific work on the display 
itself. 

While this determination of ob- 
jectives and preliminary planning 
is taking place, a certain amount 
of field work is done concurrently 
because there’s no substitute for 
making a number of dealer calls 
yourself (with your general ob- 
jectives in mind) to see: 


@ how your dealers are displaying 
your products; 


@ how they are displaying competi- 
tive products; 


© where your products are dis- 
played in the store; 


@ what sort of store fixtures are 


See and Learn 
Self-demonstration 
unit uses actual hold- 
ers to give complete 
sales story. 


Signs & Displays ¢ 119 





Self-Selector . . . Dial in the rear of 
this unit lets the customer find just the 
blade he needs, without taking the time 
of the retailer. 


being used by dealers to display the 
product; 


® how much space is given the 
product; 


® what types of your own current 
display material your dealers are 
actually using. 


We all know what a hardware 
store looks like and how our own 
products are displayed—in general. 
But a display must, above all, be 
practical for the dealers using it, 
and this sort of brief, specific “re- 
fresher course” in retail display is 
a great help in making sure the ob- 
jectives are realistic in terms of 
dealer requirements. 

We also find it pays to visit a 
number of representative retail 
stores of the giant mail order 
chains. Although they are hardly 
typical of the average hardware 
store, they often utilize techniques 
that are adaptable (with modifica- 
tions) to our own problems. And 
that brings us to our second step 
in our approach. 


2. Analyze competitive displays and 
packaging and then analyze your 
own packaging . . . Thus, another 
valuable by-product of the “per- 
sonal field work” in retail stores is 
the opportunity to get actual sam- 
ples of competitors’ units for study. 
This we have found far more help- 
ful than merely securing trade ads 
or catalog pages illustrating com- 
petitive displays, because it gives 
us a chance to see the over-all 
quality of the units and types of 
construction used. 

It also saves the possible em- 
barrassment of coming out with a 
too-similar display because of not 
being fully aware of what type unit 
they are using. Furthermore, it’s 
very seldom that anyone ever has 


120 + Gi * December 1959 


been successful with a display too 
similar to something already on the 
market—unless his own display in- 
corporates really basic improve- 
ments. 

When time and funds permit, 
we've found it’s also helpful to 
have an outside organization make 
a more complete survey of this 
type, but even this is no substitute 
for getting out yourself to see 
what’s going on. 

As an even more concrete ex- 
ample of how “personal field work” 
pays off, about six months ago we 
were considering coming out with 
a new, improved version of a small 
cardboard display that we used to 
pack right in the carton with each of 
our power saws. 

This display consisted of a small 
cardboard pedestal to support the 
saw in an attractive manner, plus 
a display card that attached to the 
back of the pedestal. We knew, of 
course, that there was a consider- 
able waste in this type of display, 
because so many saws are carried 
directly home by the consumer 
without ever being unpacked and 
displayed in the retail store. Never- 
theless, it had been felt that this 
was the only way to make sure that 
every dealer had a display to show 
off our product properly, the min- 
ute he unpacks it in his store. 

Our own field survey, however, 
pointed up the fact that only one 
dealer out of six was using the 
display, because it was somewhat 
too large (even though we thought 
it had been cut down to minimum 
size) and it had several other dis- 
advantages. As a result, we de- 
cided to eliminate the display en- 
tirely and replace it with a color- 
ful, 4-page “Fact Tag,” which so 
far has received widespread ac- 
ceptance and use in retail stores. 
Incidentally, this change from car- 
ton display to “Fact Tag” resulted 
in a saving to our company of ap- 
proximately 23c a saw! 


> But just as important in our over- 


7 Steps to P.O.P. Effectiveness 


1. Determine objectives and do pre- 
liminary field work. 

2. Analyze competitive displays and 
packaging and then analyze your 
own packaging. 

3. Write down the general specifica- 
tions of the display. 

4. Make the choice of one or more 
suppliers to work on the display. 
5. Educate your suppliers. 

6. Pretest the display. 

7. Use follow-up analysis after the 
unit is out in the field. 


all development of a display pro- 
gram is an analysis of our own 
packaging, with reference to the 
display objectives. Instead of a 
new display, it may be that what 
we really need is some new pack- 
aging that will take the place of 
a display—and perhaps do the job 
at lower cost. For example, here 
are some of the checklist ques- 
tions we have found it worthwhile 
to consider while making this 
analysis: 


1. How does our packaging fit in 
with the way our dealers are ac- 
tually displaying our products? 


2. If the dealers are not displaying 
our products with the prominence 
we would like, what can we do to 
improve the situation. Is the pack- 
age too big, too hard to set up, not 


attractive enough, or what? 


3. How closely does the packaging 
tie in with the needs of the typical 
hardware store (in terms of size, 
shape, etc.) as determined by the 
recommendations set forth by the 
Natl. Retail Hardware Assn? 


4. How well does our package lend 
itself to impulse purchases and to 
quick service—or at least to self- 
selection. This is especially im- 
portant, since self-selection is one 
of the most basic trends in hard- 
ware retailing today. And little 
wonder, because with a stock of 15 
or 20 thousand different items in 
his store, the retail hardware clerk 
can hardly be expected to know 
in much detail about the features 
of any of them, much less about a 
rather technical product such as 
ours. 


5. Is the packaging unit geared low 
enough for maximum turnover and 
conversely high enough for the 
maximum unit of sales? Perhaps 
by cutting down the number of 
units in a package you can improve 
the retailer’s package turnover, or 
the number of units per carton in- 
creased to a quantity that the con- 
sumer will buy just as readily, and 
thereby step up the dealer’s unit of 
sale. 


6. Does the package quickly tell the 
consumer what the product is, what 
the brand name is, dramatize the 
basic sales proposition of the prod- 
uct, and also give the consumer 
other necessary buying informa- 
tion? The consumer “buys with his 
eyes” and those eyes won’t rest too 
long on the package unless it ac- 
complishes these basic jobs. 


7. Can you raise the unit of sale by 
packing two related items together? 


8. Does the package reproduce well 





in all advertising media you are us- 
ing? 


9. Can the package be converted to 
a combination shipping carton, dis- 
play, and/or product dispenser? If 
it can, you'll probably save sub- 
stantial sums for display and pack- 
aging and at the same time get 
more of your product properly dis- 
played. 


10. Can you build a gift element 
into your package? Proper product 


design and gift packaging has con- . 


verted many simple, utilitarian 
products like the common hammer 
into excellent gift items. 


11. Can you give the package re- 
use value to the consumer, such as 
permanent storage for the product 
or for something else? 


12. Does the package give adequate 
“use instructions” to the consumer 
that are simple and brief enough 
so they'll get read—and thereby 
increase your customers satisfac- 
tion with the product? 


13. Does the package stand up 
properly with regard to warping, 
soilage, breakage, etc., even if kept 
in stock for some period of time? 


14. Is the package versatile enough 
so that it is suitable for window 
display, mass display, etc., as well 
as counter display? 


15. Have you run any field sur- 
veys on the package to determine 
whether it could be improved from 
a dealer or consumer standpoint? 


These are 15 vital questions we 
always like to ask ourselves at the 
outset, because if the packaging 
problems haven’t been solved, we 
know we aren’t yet ready to get 
too far involved in the development 
of a display. Assuming the pack- 
aging problems have been met to 
the best of our abilities, however, 
here’s the next step. 


3. Write down the general speci- 
fications of the display . . . By this 
I mean the following: 


1. The general type of display 
wanted—cardboard window display, 
permanent product merchandiser, 
or what have you; 


2. Uses to which the display will 
be put and locations in the store; 


3. Approximate size and general 
layout; 


4. Approximate quantity; 
5. Approximate price; 


6. Major product sales point to be 
dramatized by the display, or some 
other “gimmick,” such as a con- 





#82 


qe 


‘‘Eye-Stopping’’! — ‘‘Sales Getting’’! was the order 
given to KCS by Precise Imports Corporation. Result — 
a spectacular counter display that literally suspends the 
PIC hunting knives in mid-air. Dealers love it — say it 
stops customers — and sells ’em! 
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If you want “eye 

stoppers” and 
“sales getters” 

call KCS 

for a “sales- 

engineered” 

display. 


KIRBY-COGESHALL-STEINAU CO., INC. 
610 E. Clybourn St., Milwaukee 2, Wis. 





Switch to Lake Shore 
for faster service! 


ELECTROTYPES * NEWSPAPER MATS 
REILLYTYPES ° PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL. + SEeley 8-1010 
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"Shock-ing” Use by MONROE 


With special truck painting costs 
skyrocketing, Monroe Auto 
Equipment Co., of Monroe, 
Mich. 

tify i 


Monro-Matic Shock Absorbers. 
And Ad Director Alan Ballantyne 
found it —in these versatile, r- 
proof Vinyl-Stik signs. They apply 
oh-so-easy on any car or truck (as 
well as on garage or gas station 
exterior) . . . and stick tight, un- 
affected by heat, cold, moisture, 
oil, scuffing — practically indestruc- 
tible! Colorful ~_o_  ~ by 
Morgan Process Co., troit — 


rexy Jim Morgan and Walt 
Se 


The World's Most Versatile 
Self-Sticking Adhesive 


1934-1959 « 25 YEARS OF PRESSURE-SENSITIVE PROGRESS 
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IDEA NO. 162 
Gunning for Sales? 


So was the Ammunition Div. of 
Canadian Industries, Ltd., 
Montreal — so Ad Mgr. Ed Church 
decided to “blast away” with this 
neat C.1.L. Shot display. Actual 
samples of bird shot and buckshot 
are contained in “pockets” of the 
vacuum-formed plastic back. Then, 
just add a sheet of Kleen-Stik 
5-mil Clear Acetate, held firmly 
with its permanent-type adhesive. 
The clear, self-sticking material 
provides “‘show-thru’’ as well as 


—- the screened selling mes- 
sage. Gorrie Advertising, Ltd., 
Toronto, did the slick 
Idea originated wit 
Haliburton, V-P. 


uction. 
George 


From shot to shocks, you'll 
hit your sales target better if 
your P. O. P. ammunition is 
armed with the extra selling 
power of Kleen-Stik. See your 
regular printer, lithographer, 
or silk screener—or write for 
loads of fresh ideas. 
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venient product dispenser, a “se- 
lector guide” to help the consumer 
pick the model, color, size, best 
suited to his needs; 


7. If there is to be a deal of some 
type tied in with the display, most 
of the deal details as to what the 
dealer has to buy to get it free 
should be worked out. 


4. Make the choice of one or more 
suppliers to work on the display 
. . » In making this choice we nor- 
mally rely on our past experience 
as to the firms most suited by their 
own experience, talent and fa- 
cilities for the type of display to be 
purchased. And here again, we have 
saved ourselves a lot of headaches 
by making periodic visits to sup- 
plier plants to see at first hand the 
type of set-up and equipment they 
have for various types of jobs. 
When using new suppliers for sub- 
stantial quantities of expensive per- 
manent displays, we have also 
found it worthwhile to check Dun 
and Bradstreet ratings for financial 
standing, to be sure the display 
production won’t get fouled up by 
internal money problems. 

Finally, we keep an extensive 
card file on prospective suppliers 
who have produced good displays 
of various types for other firms, 
and this is consulted when a new 
display problem comes up. Some- 
times the manufacturing know-how 
for a display originally made for 
some other non-competitive man- 
ufacturer can be effectively put to 
work for us. 

Normally we select two, or at 
most three, suppliers to work on a 
display job from among those who 
appear to be the best qualified for 
handling the problem at hand. As- 
suming the selection has been done 
right in the first place, we feel it’s 
a waste of time to talk to more 
people and time seems to be the 
most precious asset an advertising 
man has. 


5. Educate your suppliers . . . This 
should be done to the point where 
they have a thorough knowledge of 
our problem. This is relatively easy, 
because when we have already 
spelled out the type, uses, size, ap- 
proximate price and quantity of 
displays, together with the major 
product point to be dramatized or 
“service gimmick” to be used, it 
shouldn’t take more than 20 min- 
utes to explain what is needed in 
great detail to any good display 
house. 

At the same time we often pro- 
vide the supplier with proofs of 
forthcoming national magazine ads 
and a brief resume of projected 


promotion plans to further help 
him integrate his display ideas into 
our over-all marketing program. 
We've found it’s a good idea too, to 
give the suppliers a typewritten 
copy of all these specifications, so 
as to avoid any possibility of mis- 
understandings. 

The result of this step is that the 
suppliers are competing on the basis 
of ideas aimed in the specific direc- 
tion we want, and within the frame- 
work of our budget. It also goes a 
long way to prevent the supplier 
from disappointing us—after a week 
or two of hopeful anticipation—by 
bringing in a flock of impractical 
ideas that cost him good money to 
develop, but are of no practical 
value. 

Another point that, we have found 
important is to ask each supplier to 
submit a maximum of two or three 
entirely different approaches to the 
dramatization of the basic sales 
point, because quality of the ideas 
submitted is a lot more important 
than quantity. 

But even when the best idea has 
been selected from one of the sup- 
pliers, and a reasonably compre- 
hensive dummy, or sample pre- 
pared, we have found a lot of head- 
aches can be avoided by taking the 
next step. 


6. Pretesting the display . . . This 
should cover ease and speed of 
set-up, adequate packaging (to 
withstand normal shipment), con- 
formance to NRHA recommenda- 
tions, dealer acceptance, consumer 
acceptance, and acceptance by the 
company sales department. 

Recently we developed a per- 
manent merchandiser for our saw 
blades which displayed our com- 
plete line of power hacksaw blades 
in a wood display cabinet with 
showcase glass front. We were 
greatly concerned over the possi- 
bility that the glass might break 
easily during shipment. But when 
a handmade sample was testshipped 
across the country, we discovered 


Sometimes 1! feel this department 
isn’t considered essential. 





that the packing to safeguard the 
glass was perfect. 

However, one small defect did 
show up that we were mighty glad 
to learn about—all the blades glued 
to its display panel fell off! So we 
were forewarned, and able to avert 
a rather embarrassing problem by 
using a much more potent type of 
glue! 

Of course, there’s nothing quite 
so effective as-having a number of 
sample displays made up and ac- 
tually tested in retail stores, to see 
what effect they have on consumer 
sales. And this we do whenever 
time permits. Where it is not possi- 
ble, however, a certain amount of 
limited testing is always easy to do 
in a brief period of time, and has 
paid big dividends for us. Within a 
relatively few days, for example, 
a sample unit can be shown to a 
representative group of retailers in 
our home-office city and suburbs 
for a dealer reaction and this al- 
most always leads to at least a few 
constructive suggestions. 

We have found that pretesting for 
a reaction on the part of the com- 
pany sales-force is extremely help- 
ful too, especially if the opinions 
solicited come from men carefully 
selected for their merchandising 
know-how. This practice has been 
particularly advantageous to de- 
termine the exact quantity of 
displays to be purchased. In our 
company it is customary to have a 
meeting with our regional sales 
managers every three months on 
current sales problems and future 
plans, and during these meetings 
time is always devoted to securing 
commitments from them on the 
quantities of any new displays they 
are sure they can move. 

Another useful approach to the 
quantity problem, when time per- 
mits, is to have inexpensive, 3- 
color process catalog pages printed 
to illustrate the display, from which 
company salesmen can take orders 
for future delivery. 

Then shortly after all the pre- 
testing is completed, we hold meet- 
ings to educate and sell our own 
salesmen on the display and re- 
lated merchandising programs. 
That’s because we know that un- 
less our own sales force under- 
stands all the display objectives and 
is pre-sold on the fact that this 
display solves a major sales prob- 
lem for them, our campaign prob- 
ably never will get off the ground. 
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INSURANCE 
CASUALTY -?+*» BONDS 


Silk screen 

processed on steel 

3 or aluminum. Any 
size or style in modern 
creative design, Plain 
or ‘‘Scotchlited’’. 

Use our design- 

ing service - - 

it’s FREE! 


° 
z 
% 


ROADSIDE 


POINT-OF -PURCHASE 


N SEND FOR CATALOG SIGN & MFG. CO. 
IN FULL COLOR “¢ RA C F 3601 S$. SECOND ST. 
ST. LOUIS 18, MO. 


PRES SB a ed) 


ROTARY DISPLAY MOTOR 


PATENT 


POWER 
YOUR SALES 
MESSAGE! 


OPERATES IN 


ANY POSITION! 


UNIQUE DESIGN 
— compact; needs no 
maintenance 


VERSATILE 
— use anywhere; rotates 


at pre-set speeds (either 
1-, 6- or 60-rpm) 


SAFE 
— runs for weeks on 


\ 
wv 
\ 
1 
i 
ordinary flashlight batteries 5 
q 
i 
} 
' 
wv 


Just attach battery clip 

and this revolutionary motor 
animates your display 
smoothly, silently, and 
economically! Can be wired 

at factory for either clock- 
wise or counterclockwise 
rotation. Get quotes today! 4 


FREE ENGINEERING SERVICE — Send us a cutout 


dummy and rough sketch — we'll return them 
with the best motor for your use, together 
with a complete laboratory report. 


*®, HANKSCRAFT eae a 
~ Display Motor Division 
Reedsburg, Wisconsin <-" 
Pew es oe oe 


This we feel is a key element of 
any display program, one that can- 
not be overlooked. 


7. Follow-up analysis after the unit ‘€ 
is out in the field . . . Even if our 7” 
dealers order a large quantity of 
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FREE 


IDEAS FOR 
BUILDING SALES! 


601 W. 26 Sc., 


VUE-MORE: ‘New vor i: 


Rush a copy of your new Catalog. 


A terrific new 
catalog  describ- 
ing the complete 
line of VUE- 
MORE display 
turntables and 
BREVEL anima- 
tion motors. 


Write for your copy today. 
Use the handy coupon above! 


ay 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 


DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 
U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 


the displays, we feel it’s not enough 
to be satisfied with such success per 
se. It’s important to know all the 
reasons why the display was suc- 
cessful, and they aren’t always the 
obvious ones. And, of course, if the 
display didn’t live up to expecta- 
tions, a thorough knowledge of the 
reasons why is vital to avoid mak- 
ing the same mistake again. 

Here again a survey of company 
salesmen has been very helpful to 
us. We find that it’s not very pro- 
ductive just to ask them to “write 
a letter” with their comments. 
Rather, the most effective approach 
has been to ask them to fill out a 


Supermarket Spectaculars . . 


brief questionnaire on the pertinent 
aspects of the display, the extent 
to which it actually was used, was 
accepted by the trade, developed 
actual retail sales, and so forth. And 
for this follow-up too, there’s noth- 
ing like getting out there yourself 
and to visit dealers and see at first 
hand how the display worked out 
at the point of sale. 


There you have our own particu- 
lar formula for making displays 
more successful. 

This formula has worked with 
considerable success for us, and 
some parts of it may have an appli- 
cation to many other products. 44 


. Giant corn-on-the cob reproductions were created by 


Displaymasters’ new Fiberglas Reinforced Plastics Division for the Green Giant Co. 
Plastic-and-glass reproductions were scaled kernel-by-kernel from a real ear of corn, 
finished in actual color. Displays have internally lit translucent cans which rotate. 
Water trickles down the husks, accents Green Giant’s theme of ‘‘Dewy-Fresh.”’ 


New Survey Shows Trend 
Toward In-Store Display 


The number of radio and tv sta- 
tions offering in-store display space 
to advertisers is on the upswing ac- 
cording to a survey from Batten, 
Barton, Durstine & Osborn, New 
York. 

The third annual survey con- 
ducted by the agency, the report 
lists 185 radio and 81 tv stations 
whose merchandising plans include 
supermarket display space for their 
advertisers. In a few instances, drug 
stores are also included. For most 
stations, the names of the co-op- 
erating chains are listed with the 
minimum expenditures necessary 
for an advertiser to participate. 

The survey was organized and 


executed under the direction of 
Louis Kruh, head of the media 
merchandising division, and Paul 
Freyd, vice-president in charge of 
marketing. 

Copies of the survey are avail- 
able for the first time at a charge 
of $5 each. They may be obtained 
from BBDO, c/o Mr. Kruh, 383 
Madison Av., New York 17. 44 


Plastic Stand 
Holds Anything 


A plastic stand that is claimed to 
hold anything, from a sheet of post- 
er board to a bottle, has been intro- 
duced by Sutton’s Inc., Springfield, 
Ill. 

It is made in two pieces. The hori- 
zontal piece has a lip on its forward 





edge and a slot in which the vertical 
piece slides back and forth. This 
piece has a notch in its top edge to 
hold cylindrical objects firm. Of 
clear lucite, the “Grand Stand” can 
be easily adjusted to meet almost 
any need of the window dresser or 
display builder. Prices start at $3.60 
a dozen. 


A descriptive leaflet is available. 
. - for more details circle 1201, page 129 


New Floor Flag Stand 
Designed as Display 


“Old Glory” can be prominent in 
display areas with a new floor flag 
stand introduced by D. C. Turner 
Inc., Rochester, N. Y. 

Named the “Minute-Man Power- 
light Flag Display Stand,” the stand 
combines a tall flagstaff, jet-stream 
blower and bright spotlight in a 
single unit. 

It is made of welded tubular steel, 
finished in black enamel. It is 7’ tall 
and supports a 2x3’ silk flag in the 
official 49-star design. 50-star flags 
will be supplied free as soon as 
available. A base-mounted “start- 
stop” button operates both centrifu- 
gal fan and shielded 75-watt flood- 
lamp. Each unit is equipped with a 
heavy duty 20’ cord. 


The Minute-Man display stand is 
shipped fully assembled; is priced 
at $49.95. A brochure is available. 

. . « for more details circle 1202, page 129 


Minute-Man Display . . . New flag 
stand from 7’ flag stand, flag, jet-stream 
blower and spotlight in one unit suit- 
able for displays. 


Outdoor Junior Panels 
Described in Brochure 


The advantages offered by the 
smaller outdoor panels are empha- 
sized in the “Junior Panel Story” 
brochure released by the Junior 
Panel Outdoor Advertising Assn., 
Kansas City, Mo. 

Only 12 years old, the junior 
panels are fairly new in the adver- 
tising world, but growing more 
popular all the time. They are 6x12’ 
long with a posting surface of 60x 
132”, the same proportion as a 24- 
sheet poster. If the design is per- 
mitted to extend over the entire 
posting surface, eliminating blank- 
ing, the poster is then in proportion 
to a 30-sheet poster. This feature 
enables users of the junior panels 
to adapt their regular outdoor art- 
work, 

They can be located in many po- 
sitions not normally available to a 
regular outdoor sign because of 
their smaller size. They are usually 
placed on the walls of buildings 
and on main arteries about 6’ above 
the ground and as close as possi- 


ble to the thoroughfare. 
+ +» for more details circle 1203, page 129 





Distinctive “brush stroke” letters, in 10 colors, make this sign stand out in shopping center competition. 


6 reasons why this sign order went to Hanover 


1. Faithful reproduction of colors 
and trademark: Ten vivid colors grab 
attention, stimulate impulse buying. 
We'll mail you a full-color reproduc- 
tion, on request. 

2. “Lock-light” seams: A Hanover 
exclusive. Seams are virtually invisible. 
No double thicknesses to throw shad- 
ows; no gaps to leak raw light. 

3. Flexible size: 3/0” x 30/0” (illus- 
trated) or 5’7” x 147’2”, your Hanover 
sign fits your location, exactly. 

4. Design: In 29 years of sign design- 
ing, we have created attention-grabbers 


for many successful customers. This 
experience is at your service. 

5. Embossed lettering: Any style and 
size lettering can be embossed in the 
sign face. Non-fading acrylic colors, 
applied to the inside surface, stand out 
sharp and clear for years. 

6. Low Cost: Our press, Hanover de- 
signed and built, forms the background 
...embosses letters and pictorials... 


shapes the “lock-light” seams. . . all in 
the same operation. This enables us to 
offer you these features at prices you 
probably are paying for ordinary signs. 

Your letter or phone call will put 
our 29 years of counseling on store and 
brand identification at your service. 
Address Hanover Neon Electric Cor- 
poration, 771 North Fourth Street, 
Columbus 8, Ohio. 


HANOVER .. tices « soos sie 
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Giyed Geile i Imaex of 


Art & Photography 


Celera ge VIC. qnccinnnnecoesnenecenee 128 
Commercial Photo Print 


Idea Art ...... 99 
Johnstone & Cushing 93, 99, 102 
Mack, Douglas 5 

Major Photo Co. 

Multi-Ad Services m 
Quantity Photo Co. . 

Stivers Studio 


Volk, Jr., Harry, Art Studio 98 


Art Supplies 


Bienfang Paper Co. 
Bienfang Products Corp. 
Chart-Pak Inc. 
Crescent Cardvoard Co. 


Awards & Plaques 


House of Williams .. 


Balloons 


Faultless Rubber Co. ............ 
Oak Rubber Co. 20. «5 
Pioneer Rubber Co. ............ 101 


Banners, Pennants 


Hollywood Banners - 


Binders, Catalog Covers 


Belford Co., Inc. 00... 40 
Heinn Co. . _W 
Simon Products Co. : . 8 


Binding Equipment & 
Materials 


du Pont de Nemours, 
& Co., Inc. 


Books 
Kelley, Etna M. ............ 


Calculators, Printed 


Graphic Calculator Co. .. 


Control Planning Aids 


Graphic Systems .................. 66 


Copyfitting Aids 
Haberule Co. 
Decals 


Allied Decals Inc. - 128 
American Decalcomania Co. 7 
Meyercord Co. ..............--..- 45 
Multi-Color Process Co. ....102 
Palm Bros. Decalcomania Co. 45 
Screen Process Printing Co. 67 


Direct Advertising 


Brodie Advertising Service 106 
Crocker, H. S., Co. Inc. ...104 
Drey, Walter, Inc. -...............128 
Gries Reproducer Corp. ... 86 
Letter Shop Inc. : .104 
Moss, M. E. & Co. ..............102 


Display Materials 


Gugler Lithographic Co. .... 87 
Hollywood Banners <i ae 
Kleen-Stik Products Inc. ......122 


Display Motors 


Hankscraft Co. ............. 
Vue-More Corp. ......... 


Duplicate Plates 


Progress-Hanson- eee 
Re cceeet det 


Envelopes 


Boston Envelope Co. ....102 
Colortone Press ..... .. 67 
Du-Plex Onvelope Corp. “106 
Old Colony Envelope Co. ....107 
Tension Envelope Corp. 4, 105 
United States Envelope Co. 1! 


Exhibit Moving 


Aero Mayflower Transit Co. 


Fluorescent Inks & 
Materials 


Allied Decals Inc. -.............. 
Radiant Color Co. .............. 
Sun Chemical Corp. ............ 64 
Switzer Bros. Inc. .... ... 67 


Gravure Services 


Collins, 
Inc. eaiaht 
Intaglio Service “Corp. aes 


Miller & mee 
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Ink, Screen Process 


Radiant Color Co. .............. 
Sun Chemical Corp. ............ 64 
Switzer Bros. Inc. ................ 67 


Invisible Ink Postcards 


Moss, M. E., & Co. 


Labels & Tags 


Fasson Products 
Kleen-Stik Products Inc. 


Letterheads 


Colortone Press 


“Idea Art ..... 


Lettershops 


Brodie Advertising Service ..106 
Letter Shop Inc. ....................104 


Mailing Lists 


Drey, Walter, Inc. ............. 


tManikins, Rental 


Madisonia Manikins Inc. ...128 


Motion Picture Services 


Colburn, John, Assoc. Inc. .. 66 


Packaging Materials 


Chicago Molded Products 
Corp. 
Thilmany Pulp & Paper Co. 13 


Papers, Printing 


Appleton Coated Paper Co. 97 
Beckett Paper Co. ........ 81-82 
Cantine, Martin, Co. .......... 55 
Champion Paper & Fibre Co. 
71-72, tit-112 
Chillicothe Paper Co. .... 19-22 
Eastern Fine Paper & Pulp 
Div. 
Gilbert Paper Co. . 
Hammermill Paper Co. ....31-32, 
. 58-59 
Nekoose- “Edwards Poper 


dice “Paper . 
Warren, S. D., Co. 
iano Back Cover 
West Virginia Pulp & Paper 
Ey cai ieee ssl 42-43 


Papers, Specialty 


Appleton Coated Paper Co. 97 
Beckett Paper Co. ............81-82 
Bienfang Paper Co. Inc. ....128 
Chillicothe Paper Co. ....19-22 
Eastern Fine Paper & Pulp 
Div. 

Gilbert Paper Co. 
Kleen-Stik Products Inc. 
aon Edwards Paper 

ai 91-92 
Radiant Car Cs... 40 
Sorg Paper Co. . 15 
Thilmany Pulp & “Paper. Co. 13 


Photo Lettering & 
Typesetting 


Halber Corp. 
Warwick Typographers Inc. 12 


Photo Prints, Quantity 


Re ING sence 128 

Commercial Phote Print 
Service 

Major Photo Co. .............-.... 93 

Quantity Pheto Co. ............ 90 


Photoengraving & 
Platemaking 


Caprock Developments 

Collins, Miller & Hutchings 2 
Hutchings & Melville Inc. .. 51 
Lake Shore Electrotype Div. 121 
Partridge & Anderson Co. .. 67 
Progress-Hanson-Progressive 


Photographic Equipment 
& Materials 


Eastman momen. Cee cca 79 


Postcards, Color 


Corona Color Studios ........ 


Premiums & Specialties 


Action Advertising Corp. .... 
Eastman Kodak Co. 

Faultless Rubber Co. 

Gries Reproducer Corp. .... 

OS SE oS ai eae 75 
Oak Rubber Co. 

Orchids of Hawaii Inc. 

Panef Mfg. Co 

Pearson, C. H. 

Pioneer Rubber Co. ............ 





Adwertisers 


Presentation Material 


Belford Co. Inc. . 
Chart-Pak Inc. . 
Heinn Co. ..... 
Simon Products Co. 


Printing 


Inc, 
Colortone Press ................. 
Crocker, H. S., Co. Inc. - 
Fredrick Photogelatine Press, 
ing, 7. 
Graphic Enterprises ‘of Mil- 
waukee Inc. 128 
Gugler Lithographic Co. .... 87 
Johnson Printing Inc. .... él 
Nebraska Farmer Co, —........ 12 
Sersen's imprinting ..............128 
Skokie Colorgraph Inc, ........128 
Uliman Gravure Inc. Back Cover 


Black Box Collotype Studios 


Projectors 


Tel-A-Story Inc. 


Screen Process 


Richmond Sign Co. . 45 
Screen Process Printers Assn. 45 


CUA 


Action Advertising Corp. 90 
Advertising Typographers 

Assn. of America Inc. ....115 
Aero Mayflower Transit Co. 

Inc. ; 88 
Allied Decals Inc. 128 
American Decalcomania Co. 7 
American Type Founders 

, 116, 117 

Appleton Coated Paper Co. 97 
Beckett Paper Co. 81-82 
Belford Co. Inc. - 40 
Bernhardt Cartoons 99 
Bienfang Paper Co. Inc. ....128 
Bienfang Products Corp. .... 64 
Black Box Collotype Studios 

Inc. . 29 
Boston Envelope Co. ....102 
Brodie Advertising Service ..106 
Bundscho, J. M., Inc. 
Cantine, Martin, Co. 
Caprock Developments .... 
Champion Paper & Fibre 

 ... -.-. Vb-72, Ubt-112 
Chart-Pak Inc. ts ... 68 
Chicago Molded Products 

Com: a 
Chillicothe Paper Co. 19-22 
Colburn, John, Assoc. Inc. .. 66 
Collins, Miller & Hutchings 
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Screen Process Printing Co. 67 


Self-Sticking Specialties 


American Decalcomania Co. 7 
Fasson Products ..........-.------.1 18 
Kleen-Stik Products Inc. ....122 
Meyercord Co. ..uu-----ee-s--- 45 
Multi-Color Process Co. ......102 
Palm Bros. Decalcomania Co. 45 
Screen Process Printing Co. 67 


Sign Materials 


Kleen-Stik Products Inc. ....122 
Yarder Mfg. Co. 45 


Signs & Identification 
Materials 


Allied Decals Inc. . tae 
American Decalcomania Co. 7 
Fasson Products ....................118 
Fredrick Photogelatine Press, 

ING.” oc: cabehsteiadamee 49 
Grace Sign & Mfg. Co. 
Hanover Neon Electric 

COI | i casccrtpaoeic sk 
Meyercord Cie ck 
Multi-Color Process Co. ....102 
Palm Bros. Decalcomania Co. 45 
Richmond Sign Co. ............-- 45 
Ullman Gravure Inc. Back Cover 


eunaeeoeaeneanennnn noe MO 


Signs, Metal 
Grace Sign & Mfg. Co. ....123 
Signs, Plastic 


Hanover Neon Electric 
Corp. ... 125 
Ullman Gravure Inc. Back Cover 


Stock Art 


Bernhardt Cartoons .... 

Idea Art 

Multi-Ad Services 

Stivers Studio 

Volk, Jr., Harry, Art Studio 98 


Stock Photos 


Mack, Douglas .... 


Turntables, Display 


Triangle Mfg. Co. 
Vue-More Corp. 


Typefounders 


American Founders 


Type 
ae 116, 117 
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ALPHABETICAL INDEX 


Colortone Press ..................-. 67 
Commercial Photo Print 
Service ..... ... 98 
Corona Color ‘Studios 128 
Crescent Cardboard Co. .... 95 
Crocker, H. S., Co. Inc. ....104 
Drey, Walter, Inc. 128 
Du-Plex Onvelope Corp. ....106 
du Pont de Nemours, E. I., 
& Co. Inc. . . 25 
Eastern Fine Paper & Pulp 
bw: . 
Eastman Kodak Co. . 
Fasson Products pian 
Faultless Rubber Co. .... 
Fredrick Photogelatine Press 
Inc. 
Friden Inc. .. Inside Front Cover 
Gilbert Paper Co. ................ 63 
Grace Sign & Mfg. Co. ........123 
Graphic Calculator Co. ...... 67 
Graphic Enterprises of Mil- 
waukee Inc. 
Graphic Systems ................. 66 
Gries Reproducer Corp. ... 86 
Gugler Lithographic Co. .... 87 
Haberule Co. ..............-....... 4% 
Halber Corp, ........................ 63 
Hammermill Paper Co. 
. 31-32, 58- 59 
Hankscraft Co, ............ 123 


Hanover Neon Electric 
CONG ase 
Heinn Co. ........... 
Hollywood Banners 
House of Williams 
Hutchings & Melville Inc. .. 
Idea Art . sas 
Intaglio Service Corp. . 
Jardier Co. . 
Johnson Printing Inc. . 
Johnstone & Cushing .......... 
sichedcion a oe 

Kelley, “tna M. .... 
Kirby-Cogeshall- Steinau Co. 
Kleen-Stik Products Inc. e 
Lake Shore emer § Div. 
Letter Shop Inc. aa, 
Mack, Douglas ............ 
Madisonia Manikins Inc. 
Major Photo Co. . 
Meyercord Co. ....... 
Moss, M. E., & Co. ... 
Multi-Ad Services a 
Multi-Color Process Co. ......102 
Nebraska Farmer Co. ............ 12 
Nekoosa-Edwards Paper Co. 

. 91-92 


Oak Rubber Co, 5° 


Old Colony Envelope Co, ..107 
Orchids of Hawaii Inc. ........ 77 
Palm Bros. Decalcomania Co. 45 
Panef Mfg. Co. Inc. ............ 16 
Partridge & Anderson Co. .. 67 


— Composing- 
eproducing 


Friden Inc. Inside Front Cover 


Typography 


Advertising Typographers 
Assn. of America, Inc. .... 
Bundscho, J. M., Inc. ......... 23 

Progress-Hanson-Progressive 
Group 

Service Typographers Inc. .... 

Warwick Typographers Inc. 12 


Visual Aids 


Relford:: Gor: 1NGs: Bmwiccke 
Colburn, John, Assoc. | 
Graphic Calculator Co. 
Graphic Systems 

Tel-A-Story Inc. 


Window & Store Displays 


Fredrick Photogelatine Press, 
Inc. 

Hollywood Banners .......... 

Kirby-Cogeshall-Steinau Co. 121 

Screen Process Printers Assn. 45 

Uliman Gravure Inc. Back Cover 

Vue-More Corp. .... 
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Pearson, C. H. : ag 
Pioneer Rubber Co. ...101 
Progress-Hanson-Progressive 
Group Solel doin 
Quantity Photo Co. ........... 90 
Radiant Color Co. .... -. 40 
Richmond Sign Co. .............. 45 
Screen Process Printers Assn. 45 
Screen Process Printing Co. 67 
Sersen's Imprinting ....128 
Service Typographers Inc. .... 95 
Simon Products Co. se 
Skokie Colorgraph ..............128 
Sorg Paper Co. . . 15 
Stivers Studio . 67 
Sun Chemical Corp. oan 
Switzer Bros. Inc. ..... . 67 
Tauber Plastics Inc. .............. 53 
Tel-A-Story Inc. ....................428 
Tension Envelope Corp. 4, 105 
Thilmany Pulp & Paper Co. 
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Triangle Mfg. Co. ............-- 45 
Ullman Gravure Inc. Back Cover 
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Services and Supplies 


PROMOTES 
SALES 


VIBRANT 


BRILLIANT 


SEND FOR 
SAMPLES 


ART SUPPLIES 


CONTACT SCREENS 


The Universal*, a new, improved gray 
contact screen, shoots faster, gives more 
contrast if desired, and better tone values. 
Rulings: 32. 45. 55. 60. 65, 75. 85, 100, 110. 
120, 133. 150, 175, 200. 


Sizes: 8 x 10 to 23 x 29 in. 
Pre-angled screens to 23 x 29 in. at same 


Write for new literature. *T™ 


CAPROCK DEVELOPMENTS 
165 Broadway. N.Y. 6 REctor 2-4028 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
Ceeccccccccocces 


TEL-A-STORY, INC. 
Dept. A-12 523 Main Street, Davenport, lowa 


COLOR PRINTING 


Color reproductions, 
Catalogue sheets 


Fast service, top quality. 


SKOKIE COLORGRAPH 
Merton Grove 10, Illinois 





RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 
men’s and children’s 

figures for your 

special promo- 

tions! 


MADISONIA MANIKINS, INC. 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 
NEW YORK: 152 W. 25 St., CHelses 3-1550 





STATEMENT OF THE OWNERSHIP, MAN- 
AGEMENT AND CIRCULATION RE 
BY THE ACT OF CONGRESS OF A 
24, 1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1946 (Title 
39, United States » Section 233) 

Of Advertising Requirements published monthly 
at Chicago, Ill., for October 1, 1959 : 

1, The names and addresses of the publisher, 
editor, managing editor, and business managers 


are: 
Publisher, G. D. Crain, Jr., Chicago, Illinois 
Editor, None ; 
Managing Editor, R. B. Konikow, Chicago, 
Ihlinois 


Business Manager, C. B. Groomes, Chicago, | 


Illinois 

2. The owner is: (if owned by a corporation, 
its mame and address must be stated and also 
quote thereunder the names and addresses 
of stockholders owning or holding 1 percent or 
more of total amount of stock. If not owned by 
a corporation, the names and addresses of the 
individual owners must be given. If owned by 


a partnership or other unincorporated firm, its | 
dress, as well as that of each in- | 


name and ad F 

dividual member, must be given.) b 
Advertising Publications, Inc., 200 East Illi- 

nois Street, Chicago 11, Illinois. , 

G. D. Crain, Jr., 200 EB. Illinois St., Chicago, 
Ill.; G. R. Crain, 200 E. Illinois St., Chicago 
Ill. ; S. R. Bernstein, 200 E. Illinois St., Chicago, 
Ill.; M. S. Bruns and 
a St., Cateage. Ill.; C. B. Groomes, & 
D. A. Groomes, 200 E. Illinois St., Chicago, 


Ill.; M. E. Crain & E. F. Crain, 200 E. Illinois | 


St., Chicago, Ill.; Kenneth C. Crain, 238 East 
23rd St., New York City; L. C. Crain, 238 E. 
23rd St., New York City; J. B. Miller and 
M. A. Miller, 409 S. Second Ave., Maywood, 
Illinois; B._ G. 


Churchill Rd., St. Matthews, Ky.; 


Hamlin, Route 1, Vandalia, Michigan; “Mary | 


C. Sanders, 611 Barton Place, Evanston, IIl.; 
Jessie W. Crain, Box 2059, Carmel, California. 

3. The known bondholders, mortgagees and 
other security holders owning or holding 1 per- 
cent or more of total amount of bonds, mort- 
sages or other securities are: None. 

hy Paragra hs 2 and 3 include, in cases where 

the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting ; 
also the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, hold 
stock and securities in a capacity other than 
that of a bona fide owner. 

5. The average number of copies of each issue 
of this periceses sold or distrubuted, through 
the mails or otherwise, to paid subscribers dur- 
ing the 12 months preceding the date shown 
above was: (This information is required from 
daily, weekly, semi-weekly and tri-weekly news- 
papers only.) 


G. D. CRAIN, JR. 
Publisher 
Sworn to and subscribed before me this 15th 


day of September, 1959 
TsBAL) i : Leland W. Hagman 
(My commission expires April 9, 1960) 








R. B. Oleson, 5826 N. | 


Rehm and H. M. Rehm, 4308 





MAILING LISTS 


LIST DEVELOPMENT 


Walter Drey. Inc., mailing list brokers, 

have just released an interesting 8-page 

sopest oo development of a list of “One 
American Highbrows an 


d Middle- 
brows.’ Walter Drey. himself, wrote the 


report. Readers can obtain a copy by 
sending 20c in te cover mailing 
costs. (Dept. AR-1 Fourth Avenue, 
New York 10. N. Y., or 333 N. Michigan 
Avenue, Chicago 1, Ill. 


COLOR POST CARDS 


2 AA NATURAL COLOR 
ead POSTCARDS 


New! The QUALITY of Dye Transfer COLOR 

- + at LOW COST! 25—8x10 Prints, 
only $75.00. One or 1,000, Jeweltone 
fully COLOR balanced prints are ideal for 


Concleneat Sdslity In ot wwontiies. Ment. 
bility for aon. Sr onan. 


Alse, Carbro Quality Repro Prints. Prices 
and samples on request. 


COLORAGE, INC. 
1168 $. Hollywood Wey, Burbank, Calif. 


IMPRINTING 


TABLOIDS 


Dealer Imprinting 
Our Specialty 


Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sengamon Street 
Phone: CH 3-2050 Chicago 7, Il. 


ADVERTISING 
REQUIREMENTS 
FOR 


ADVERTISING RESULTS 





Everyone 


reads between 


the lines 


This is a stockholder reading a financial report: 
This man sees more than words, figures, and pictures. Unconsciously he is 
reading between the lines . . . looking for the subtle implications that support the 
claims of the company, or cast doubt upon them. He is also influenced by the 
character of the printing. Does it show respect for his intelligence and good 
taste? Whenever a company shows respect for the reader . . . that company 

will win respect in return. Respectful printing must begin with a good printer. See 

him early. Most likely he will prefer a Warren paper, because he will get 
sete Ml better results and so will you. 


‘Warren's) printing papers make a good impression 
Roms snonro J 


S. D. WARREN COMPANY, 89 BROAD ST., BOSTON, MASS. 





b 


LIGHTED oom TARR ela LSI 


in paper prints...not obtainable 


tg 7 < a any other process * 


ULLMAN GRAVURE 


Your 
Box-maker 
supplies 
the 
Shadow 
Box. 


ULLMAN 


makes 
ligget & Myers 8” Circle : Tr the 
used in thousands of Transpar- 
vending machines. 7 " encies. 


The most expensive Shadow Box isn’t worth 

its cost, if your advertising message in front of it 

does not present your story perfectly. 

ULLMAN GRAVURE reproduces any kind of picture copy 

on clear plastic, prints on both sides of the plastic in perfect 
register. Result: a dynamic color build-up in front of the 
light. There is no printing screen in the ULLMAN process to 
break up the continuous tone picture. If the light fails, 

the picture is colorfully brilliant. ULLMAN TRANSPARENCIES 
will not fade in front of a light source. They will not wrinkle 
or warp under any atmospheric condition. 


Due to the light-refracting surface BUILT right into each 
ULLMAN GRAVURE TRANSPARENCY. 


tend a ma - = ‘yell =5>=Weifetor descriptive literature and 
conomical from pi 


“samples of Ullman Transparencies. 
to any quantity. 


HYacinth 7-3700 
Established 1888 


A division of The Ullman Company. Inc. 
FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES—SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 








